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Grit helps you lick 
the problem of 


small-town coverage 


Here is one national publication (indeed, the one!) 
aimed solely at small towners. Hence its unique useful- 
ness to national advertisers: Grit helps correct the big- 
city bias of the mass magazines and provide balanced 
national coverage. 


But Grit does more than that. Because it is a true 
small-town publication, accurately reflecting the needs 
and interests of small-town families, Grit enjoys the 
wholehearted loyalty of its audience. And national sales 
figures prove that this loyalty extends to products ad- 
vertised in Grit. 

And Grit does all this for so little. The price of a 
single full-color page in one of the major mass maga- 
zines can get you a year-long, big-space Grit campaign. 
And a year-long, big-space Grit campaign can get you 
a far brighter sales picture in 16,000 thriving, prosper- 
ous small towns across America. There’s not a better 
buy on the market . . . or a better market you can buy! 


Company, Williamsport, Pa. 


Represented by Newspaper Marketing Associates 


On the principle that every American 
girl should have a chance to enter a 
beauty contest, M’Goo’s—a beatnik 
hangout on Hollywood Boulevard—en- 
tered its own contestant, Miss M’Goo, 
for the title of Miss Los Angeles. 
Southern California, of course, is 
where things are always happening. 
Sometimes funny or off-beat things, but 
more often serious matters—new prob- 
lems to sdlve, new needs to satisfy, new 
condjtions to cope with—all part of this 
market’s explosive growth. And to keep 
up with the constantly changing scene, 
Southern Californians keep tuning in 
KNX KALEIDOSCOPE, with Bob Ferris. 


Miss M’Goo? 


Every day KNX KALEIDOSCOPE fo- 
cuses on a different story and presents it 
in depth, with on-the-scene excitement. 
It’s the inside story . . . as told by the 
people who are living it . . . and the 
man on the street who is affected by it. 
One day it’s the Miss M’Goo contest . . . 
another day the narcotics problem, the 
black market baby racket, or L. A.’s 
own battle of Bunker Hill against slums. 
Whatever is up in Southern California, 
Bob Ferris is there. And every day, 
Monday through Friday from 6:30 to 
7:00 pm, thousands of listeners are 
there, too. No wonder more people lis- 
ten to KNX, more often, than to any 


other station in Los Angeles. 

Such exciting coverage of the local 
scene is typical of the idea radio you 
find on all seven CBS Owned Radio Sta- 
tions. One reason why they command 
more attention than any other group of 
stations in America. No matter how you 
measure it — total homes reached each 
week, families reached in metropolitan 
areas, households reached in metropol- 
itan county areas—the CBS Owned 
Radio Stations reach more people than 
any other group of stations.* And more 
people who are tuned in to listen. 


The CBS Owned Radio Stations 


ited on prneien: heceans fai stig heaatin Philadelphia WBBM Chicago WEEI Boston KMOX St. Louis KCBS San Francisco 
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\ man with a large view—who sees the whole pic- 
ture—knows where businesspapers fit. Experience 
tells him it’s right at the top for this is one 

edium that puts the marketing pro to the test 
It takes first-sate ability to plan ads that interest— 
and sell — businessmen in businesspapers 


Advertising 
in businesspapers 
means business 


... Like sparking a seven-fold increase 


in sales of an established product 

as it did last year for one advertiser) , 
or speeding nationwide distribution 
of a new line and helping boost 
first-year sales 50% above forecast (as 
it did for another). Businesspaper 
advertising works because it exists in 


an atmosphere of action. 


Good business advertising works best in 
a good businesspaper — 

a bought-and-paid-for ABP paper. 

ASSOCIATED BUSINESS PUBLICATIONS - 205 East 42nd Street, » 
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ments of the market is replacing the old mass market approach. 
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Photo by Arnold Newman 


A man who knows where’s he’s going can really go 


places with businesspapers. This is the medium 
that separates the admen from the boys. You've got 
to know your business when you get down to busi- 
ness with the kind of tough-minded, hard-to-kid 
businessmen you meet. . . in businesspapers. 


WORKING PRESS 
AT WORK ssi: os i 


product maintain share-of-market after 
patent expirations greatly increased 
competition—helping introduce a brand- 
new product in an already crowded mar- 
ket. Businesspaper advertising did both 
jobs last year—and is doing similar jobs 
this year because “advertising in 


businesspapers means business” 


THE ASSOCIATED @):@ 


BUSINESS PUBLICATIONS 


205 EAST 42ND STREET, NEW YORK 17, N. Y.» 201 N. WELLS ST 
CHICAGO 6, ILL. + 333 WYATT BUILDING, WASHINGTON 5, D.C 
PEOPLE PAY FOR BUSINESSPAPERS THEY WANT.. 
READ THE BUSINESSPAPERS THEY PAY FOR. 
NOTE: ALL ABP PAPERS ARE “PAID”. 


What the 25- 
plus fleetcar 
user should know 
about finance 
leasing plans! 


The only sure comparison in fi- 
nance lease plans is: who can buy 
new cars for less, sell used cars for 
more? Only Hertz has the extensive 
nation-wide marketing facilities, 
experience, and skills to get maxi- 
mum return, anywhere and every- 
where, for the big multi-car user. 
That’s why more and more of these 
companies are now equipping their 
men with brand-new Chevrolets, 
Corvairs, or other fine cars, under a 
Hertz 25-PLUS Finance Lease Plan. 
Note: Many companies find a Hertz 
Full Maintenance Plan — profiting 
from America’s most complete leas- 
ing operation —is best for their 
needs.) Use coupon below for pre- 
liminary facts about all Hertz Fleet- 


car Leasing Plans. 


HERTZ FLEETCAR LEASING, 
Att. H. F. Ryan, V.P. 

lhe Hertz Corporation, 660 Madison Ave. 
New York 21, N. Y. Dept. D-1020 


Please send me your new fleetcar leasing 


booklet 
NAME 
POSITION 
COMPANY 
ADDRESS 


CITY & STATE —— 


_—— 


Letters to the Editors 


Address: Sales Management, 630 Third Avenue, New York 17, New York. 


misdirected effort 

In my article on “Getting Super- 
markets Behind Your Promotion” 
[SM, Sept. 1], there is one point 
I failed to make: sales forces in 
the field devote too much effort 
to moving their products into ware- 
houses, and too little effort to mov- 
ing their products out of retail 
stores! 

LioneL B. Moses 

Vice President 
Parade Publications, Inc. 


Chicago, Ill. 


minnesota realigned 


I would like to call your at- 
tention to a discrepancy that ap- 
peared in your fine article “What’s 
Your Marketing Strategy for 
1962?” [SM, Sept. 1]. 

The article mentions that the 
entire state of Minnesota has 64 
counties, while actually the state 
has 87 counties. It points out that 
the three metropolitan counties of 
Hennepin, Ramsey, and St. Louis 
account for 76% of all retail sales 
—and the correct figure should be 
about 51%. 

Similarly the article points out 
that these counties are responsible 
for 77% of retail food sales, 77% 
of furniture sales and 88% of the 
general merchandise sales. The 
correct figures should be 52%, 
58% and 74%. 

In other words, the article gives 
the impression that these three 
counties are really all that a mar- 
keter should consider, whereas just 
the opposite is true in that so 
much of the state’s population and 
buying power is located in small 
towns and rural areas outside the 
three big counties. 

Bert Lunp 
Advertising Manager 
The Farmer 
St. Paul, Minn. 


> SM’s author apparently used the 
total sales figures for cities as a 
base for the percentages, rather 
than the total sales figures for the 
state. The goof on counties is just 
that. 


‘eye-catcher’ catches many 


We read with interest an article 
entitled “Eye-Catcher for Shelves” 


| “Marketing on the Move,” SM, Sept. 
15] concerning an item produced by 
the Shelf-Lite Corp. 

We would appreciate it if you 
would send us the address of this 
company; we would like to contact 
them concerning this item. 


WituraM H. BeErtscue, Jr. 
General Manager 
Great Falls Breweries, Inc. 
Great Falls, Mont. 


. Is this a new company, and if 
so, could you please send us their 
address? 


C. B. Coins 
Paper Products Division 
The Procter & Gamble Co. 
Cincinnati, Ohio 


We'd be pleased to learn the ad- 
dress of the Shelf-Lite Corp. of Los 
Angeles. .. . 


Pete Keck 
President 
Keck Advertising Agency 
Oconomowoc, Wis. 


. . . Could you please give us the 
Shelf-Lite address so we can check 
into this further. . . . 


H. ArNoLp D1rxon 
Advertising Manager 
Gordon Foods 
Division of Sunshine Biscuits, Inc. 
Atlanta, Ga. 


. .. | would appreciate your advis- 
ing me where I can write to obtain 
more information on this item. 


FRANK Morcan 
Sales Promotion Manager 
National Distillers Products Co. 
Chicago, II. 


& Similar requests for further infor- 
mation on this P-O-P fixture are still 
pouring in. For those interested, the 
address of the Shelf-Lite Corp. is 6331 
Hollywood Blvd., Los Angeles 28, Cal. 


disappearing decimal point 


. . « 1 would like to call your atten- 
tion to what was probably a typo- 
graphical error in your item “It Costs 
$$ to Spend $$” [“Marketing on the 
Move,” SM, Sept. 15]. The second 
sentence should have read: “The aver- 
age is about .8c per buying dollar” 
[instead of 8c] ... 


Gr.Bert VICTOR 
Promotion Manager 
Purchasing Magazine 
New York, N.Y. 
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nterchange between three major Milwaukee expressways nears completion 


sales go up in one of America’s “growingest” markets—MILWAUKEE 


7th in automotive sales per family 


All around them, Milwaukee's young- \nd Milwaukee can afford this 
sters find exciting evidence of kind of spending; it’s a market of 
gzrowth-market opportunities. Cur- growing families and they're 6th 
rently spending $360 million on ex- in the nation in incomes over 87,000 
pressways alone, Milwaukee constant- --.-a top-ten market of over a million 
ly builds to handle its exploding mul- metro-area people. And only in 
titude of people and cars —the flow The Journal can advertisers buy 9- 
of trucks, too, which move a good out-of-10 family coverage — at one low 


share of Milwaukee industry's $3-1/2 cost — to deliver the goods in million- 


billion annual output. market Milwaukee. 


THE MILWAUKEE JOURNAL 
Member of Million Market Newspapers, Inc 


NEW YORK + CHICAGO + DETROIT + LOS ANGELES + SAN FRANCISCO 
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TLR RL 


PROFIT 
RESPONSIBILITY 


and 
your 
advertising 


— | 


The vested interest 
of an advertising agency is in 
the profits of its clients. 


Today those profits are being 
squeezed by costs, 


No advertising is as costly as 
advertising which doesn't work. 


No advertising is as profitable 
as that which is persuasive 
enough to move 

even a hesitant prospect. 


And the capacity of 
advertising to produce a profit 
depends-- not alone on the 
dollars invested-- but 

on the ability of the client 

to recognize and 

encourage the best work of 

the best agency he can find. 


YOUNG & RUBICAM 
advertising 
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The Editor’s Side Pocket 


Why Blame Advertising? 

My wife, who often thumbs through the Wall Street 
Journal as she has her orange juice and coffee, turned to me 
and asked, “Does advertising cost that much?” She referred 
to a headline, “McKesson & Robbins Is Making Unbranded 
Prescription Drugs. Firm says it can sell them at half the 
price of branded products.” While the word advertising did 
not appear in the headline, there was a strong implication 
that advertising was the culprit. The story was built around 
some statements by Herman C. Nolen, president of the big 
drug company, who said that they were going to manufac- 
ture and distribute 91 prescription drugs to be sold under 
their generic or chemical names. Similar products under 
brand names are sold by Pfizer, Merck, Ciba and others. 

The real guts of the story was pretty far separated from 
the headline. McKesson will sell the drugs to pharmacies and 
hospitals at about half the regular price because they will 
concentrate on drugs that have already been developed, thus 
eliminating research costs, and in addition they will not use 
“detail men,” who promote new drugs among physicians 
So advertising is only one element, and a minor one at that, 
that goes into the price structure of branded drugs. 


So It’s Advertised . . . So What? 

While I’m on the subject of advertising—I hear many re- 
ports of retailers’ skepticism or indifference to the advertis- 
ing done by their suppliers. This feeling seems to be par- 
ticularly rampant among supermarket operators, who have 
a wide choice of many competing brands plus their own 
brands and who therefore think that they can afford to be 
indifferent to the advertising efforts of most manufacturers. 
But you will find the same feeling in all industries. 

A recent issue of “Grey Matter” comments on four things 
the manufacturer can do: 


1. He can do more to train his salesmen to tell a con- 
vincing story to customers about the value and importance 
of his advertising. 


2. He can get better and more complete coordination be- 
tween the mass selling done by his advertising and the per- 
sonal selling done by his salesmen. 


3. He can use trade paper advertising not only to expose 
retailers to his advertising but also to make them understand 
what this advertising really does for them. This is more 
effective than vague generalizations about millions of 


readers, viewers, households, etc. (turn page) 
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TWO WAYS 
10 PROTECT 
A MARKET 


— 


In this day and age you can’t pistol whip cus- 
tomers and prospects. The best way to hold 
out against competition is to run an inexpen- 
sive schedule in Industrial Equipment News. 
A 1/9 page ad in IEN not only helps you pro- 
tect present markets, but because it is a 
market oriented magazine, it offers you these 
eight other advantages: (1) Helps keep up 
with changing markets. (2) Finds new markets. 
(3) Finds new applications in present markets. 
(4) Finds markets for “orphan” products in 
your line. (5) Is an economical means to test 
markets. (6) Pinpoints growth markets. (7) 
Locates unknown buying factors. (8) 
Reaches markets currently most active. IEN) 
Write for our Media Data File today. 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 
461 Eighth Avenue - New York 1, N. Y. + OXford 5-0500 


Their research 
proved tt? 


Eleven major companies (and there are 
more to come) have conducted marketing and 
readership studies, in co-operation with Newsweek. 
They selected their own samples of customers 
and prospects. 

In every case, Newsweek proved to be the 
most efficient newsweekly. 

For details of these studies, contact your local 
Newsweek representative, or Charles E. Kane, 
Advertising Director, Newsweek, 444 Madison 
Avenue, New York 22, N. Y. 


—— 


Producers of industrial equipment, office supplies, steel, 

rubber, industrial lubricants, trucks, chemicals, rockets 
and missiles...a construction material association and a na- 
tional moving van line. 


by industry’s own measurements...the most efficient newsweekly 
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The Editor’s Side Pocket 


(continued) 


4, The cooperation of trade paper editors should be en- 
listed to run more editorial features on what manufacturers’ 
advertising means to the retailer. 

Very few manufacturers can take a bow on the excellence 
of their trade paper advertising to retailers. Too many use 
these merchandising magazines only when they are intro- 
ducing a new product or a “deal”. The agency doesn’t get 
excited about a 15% commission on a $500 ad and the plan- 
ning and copy work is often turned over to a young cub who 
never met a retailer except as a purchaser. 


The Changing Responsibility of the Salesman 
General Foods men are going to be “A & P-men” or 
“Kroger-men” or other one-customer specialists, although 


each one will work for a specific product division, such as a 
“Kroger coffee man” or “Safeway dessert man” (SM page 31, 
October 6). That’s one type of change. Reynolds Metals has 
a variation. Its salesmen are now responsible for an entire 
sphere of the over-all market and for selling or at least dis- 
covering all the customer's needs for all types of products 
Reynolds makes. The company used to have five separate 
sales forces, each assigned to a brand category of products, 
but recently it realized the danger—that a salesman for one 
type of product might easily overlook his customer’s potential 
uses of other forms of aluminum. Yet having a salesman for 
each of its five divisions call on every account became both 
expensive for the company and annoying to the customer. 
So Reynolds has switched its men from products to markets. 
It has four broad markets—industrial, packaging, consumer, 
architectural and building—and now each man handles all 
products with each of his customers. 


Definition of an Executive 
I am indebted to an old friend, John M. Wilson, retired 
v-p—sales of the National Cash Register Co., for this defini- 


tion of an executive: an individual in any organization who 
possesses: 


The Courage to Dream 
The Ability to Organize 
The Strength to Execute 


fli 
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CIRCULATION. 
LEADERSHIP. 
IN ALL A.B.C. 
REGIONS 


assures coverage in 
your primary market, 
the United States. Hos- 
pitals reaches those 
hospitals in the U.S. 
meeting the highest 
standards of service...a 
market that spends 7% 
billion dollars a year! 


Write for our new 
Comparative Circulation 
Report. 


HOSPITALS, 


Journal of the American 


Hospital Association 


840 North Lake Shore Drive 


Chicago N1, Illinois 


ANNOUNCING LIFE’s 


% Stars indicate major metropolitan centers of each marketing area. 


LIFE’s 29 MARKETING AREAS 


(Areas and Circulations) 


AREA NO. MARKET AREA AVERAGE CIRCULATION AREA NO. MARKET AREA AVERAGE CIRCULATION 


Los Angeles 606,000 18. Atlanta-Charlotte 236,000 
San Francisco 288,000 19. Miami-Tampa 190,000 
Seattle-Portland 226,000 ; Pittsburgh-Wheeling 165,000 
Denver-Salt Lake City 129,000 : Buffalo-Rochester-Syracuse 206,000 
Minneapolis-St. Paul 159,000 ; Philadelphia 354,000 
Omaha-Des Moines 118,000 , Albany-Northern New England 135,000 
Kansas City 189,000 ; Boston-Providence 270,000 
Dallas-Houston 260,000 : New York 875,000 
Milwaukee-Grand Rapids 208,000 . Hartford-New Haven-Springfield 163,000 
Chicago 395,000 TOTAL U.S.A. 6,641,000 
St. Louis 164,000 
— et aealiaaeeane aaa . West of Ontario 100,000 
emphis 181,000 
Detroit-Toledo 300,000 Gutarte . 7 
Cleveland 242,000 East of Ontario =a 
Indianapolis-Louisville-Nashville 158,000 TOTAL CANADA 359,000 
Cincinnati 128,000 py 
Washington, D.C.-Baltimore 296,000 TOTAL CIRCULATION 7.000.000 


Minimum purchase: full page (B & W, 2 color or full color) in any three U.S. areas. Closing: 46 days for ail units. 
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29-MARKET PROGRAM 


STARTING JANUARY 5, 1962, 
LIFE OFFERS 29 MARKET AREAS 
corresponding closely to 
Nielsen Test Markets, 

Major Advertisers’ Sales Areas, 
Chain Store Distribution Territories 


LIFE now offers advertisers and their agencies a 
new media plan of high flexibility to meet the 
marketing challenge of the Sixties. 

Under LIFE’s 29-Market Program, in each of 
the 29 marketing areas (26 in the U.S., 3 in Can- 
ada), LIFE’s editorial content will be identical with 
that of the national edition. Thus the powerful 
impact of America’s leading national weekly now 
is available to those advertisers who require selec- 
tive regional marketing emphasis. 


METROPOLITAN 
MARKET CONCENTRATION 
LIFE’s new program lets you buy regional maga- 
zine coverage by the markets you need—not merely 
according to state lines or publishers’ printing and 
distribution arrangements. 

Each of the 29 areas includes at least one major 
metropolitan-and-suburban market where LIFE’s 
readership is most heavily concentrated. And be- 
cause these areas are patterned after the Nielsen 
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Test Markets, advertisers can measure sales re- 
sults with new accuracy. 


HELPS SOLVE 
THESE MARKETING PROBLEMS 


Putting extra pressure in a market where sales 
are weak. 
Testing a new product—or copy approach. 
Promoting a seasonal product in exactly the re- 
gions where demand is greatest. 
Providing extra backing in an area where sales 
are strong. 
Advertising regional brands. 
Launching special promotions to meet local 
competition. 
Planning market-by-market expansion of a new 
brand. 
LIFE’s 29-Market Program is the next logical step 
in the kind of recognition of advertisers’ needs that 
developed LIFE’s fast-close and single-city test fa- 
cilities, For full details, call your LIFE salesman. 


They’re in the News 


Gillette Hones a New Job 


Up through marketing research 
comes a stalwart of The Gillette Co. 
to take over an important—and newly 
The being vic« 
The Robert S. 
Perry, a native Bostonian, who once 


( reated—job. job: 


president stalwart: 
expected to make a career of adver- 
This will 
Perry in plans and development, a 
staff assignment at 
headquarters. He will be chiefly con- 


new job involve 


tising 


new company 
cerned with future planning and de- 
velopment activity, company-wide. 
Perry joined Gillette in 1944 as assis 
tant director of marketing research 
In 1950 he became director of market- 
ing research and four years later was 
elected v p of the Gillette Safety 


* 


s\ 


Razor Co. He was named v-p and 
assistant to the president in 1959 and 
given responsibility for management 
planning. After getting his B.A. (in 
Business Administration) from Boston 
University, he took his first job with 
an ad agency. In a few years he had 
become an account executive. When 
the agency folded, during the De- 


. 


4 j 
Vv 


pression, he went to work in sales 
for Eastern Gas and Fuel Associates, 
made his way up to district sales 
manager and, finally, ad manager 
and director of market research... . 
He and his wife live in Wellesley 
Hills. Perry has a “fair-size” cabin 
cruiser which he calls his chief extra- 
curricular occupation. 


The Publisher's President 


Magazine Publishers Assn. is made 
up of the crowned heads of the na- 
tion’s most vaunted magazines. Pro- 
fessionals all, they know the need to 
keep selling magazines as “a basic 
and growing influence in the fields of 
advertising and communication.” To 
lead them in this, as president and 
chief executive officer, they’ve elected 
John K. Herbert, suave, erudite, 
former publisher of The American 
Weekly. His big new job commands 
a lordly salary and carries with it a 
lordly responsibility. For a quarter of 
a century Herbert has been holding 
down important communications jobs. 
He’s been v-p in charge of advertis- 
ing for Hearst Magazines, v-p in 
charge of radio and TV networks at 
NBC. If there’s something military in 
his bearing, it figures: during World 
War II he served as a Lt. Col. in the 
Marines. Today he looks years younger 
than his birthdate (1903) would indi- 
cate. Born in Winthrop, Mass., he had 
his first sales job with Standard Oil. 
Later he was a cotton broker—some- 
thing of a switch for a Yankee. And 
he goes back to Esquire’s young, 
struggling days for his first big experi- 
ence in magazines: he was an Esky 
salesman. The Herberts, who have two 
children, might well be courted—aside 
from their personal charm—for their 
address: the fabulous old Dakota 
apartments on Central Park West (one 
foot of earth under floors as muffler). 


HOW TO 
STRETCH 
THE ARM 
THAT 
WRITES 


THE 


ORDER 


How many times have you thought, “Jf I could 
get a man there today, that order would be ours.” 
Today you can be there... thanks to the speed 
and convenience of the world’s largest jet fleet. 
United Air Lines serves more U.S. cities with 
jets than any other airline. You’ll find most United 


schedules tailored to the needs of busy executives. 
And you get fast reservations and ticketing . . . plus 
Extra Care in every phase of your trip. 

When the order depends on the personal touch, 
you can get there and back... today...on 
United jets. Call United Air Lines. 


WORLD’S LARGEST JET FLEET UNII ED THE EXTRA CARE AIRLINE 


Here are all the fleet car advantages you’ve 
come to expect from Chevrolet—plus new 


refinements that promise even higher return 
at trade-in time.* Who else in Chevrolet’s 
field, for instance, gives you the trip-shorten- 
} ing comfort of Full Coil cushioning at each 


wheel, aided and abetted by more than 700 
sound and vibration filters? Or a whopping 


new built-for-business deep-well trunk (with bumper-level loading) 


that lets you take on odd-shaped samples 

and paraphernalia you used to have to leave 

features from behind? And more, much more: oversized, 

e,° * wide-opening doors designed with big six- 

the traditional resale leader footers in mind. Roomy new Body by Fisher 
interiors. Standard Hi-Thrift 235 Six and 

Turbo-Fire 283 V8 triggered to do special 


8 things with regular gas. And, for extra long- 
term protection of your fleet investment, 
new steel front fender underskirts help put a 
stop to rust. Even the mufflers are longer 
lived this year to help cut maintenance cost. It 


will pay you to check out all the dollar-saving 
details at your Chevrolet dealer’s first 
*Based on prices in the National Automobile Dealers Association chance you get. . . . Chevrolet Division of 
USED CAR GUIDE, recent-model Chevrolets are now bringing Gener: 1 M t ; 
a higher percentage of their original price than any other full-sized cucra = overs, 
ar in their field. Detroit 2, 
Michigan. 


2-Door Bel Air 


WIV 
{I | | _basic fleet transportation in a totally new line of cars 


This one might just fit your special fleet require- 
ments like no other car ever has. It’s built in a 
new runabout size with a rugged new kind of 
unitized body to save you money in mainte- 
nance. You have a choice of a frugal four or satiny 
six in most models. Durable new Mono-Plate rear 
springs make the Chevy II ride a study in 
smoothness. And just wait till you get the low- 
Chevy II 100 4-Door down on that price tag at your dealer’s! 
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More Response to ‘Selling’ Selling 


$1,000-support 


Your Sept. 1 editorial entitled “What 
Are We Waiting For?” was very interest- 
ing and very thought provoking. 

You may consider this letter a pledge 
to contribute $1,060 to support this pro- 
ject. I am interested in participating ac- 
tively, or if unable to do so, I would like 
to have our company personnel director, 
Mr. Paul Briley, participate. 


Epwarp B. Bryan 
Vice President 
J. A. Folger & Co. 
Kansas City, Mo. 


.-. at your disposal 


I am certain that by now you have 
received many letters from enlightened 
and interested sales management people 
around the country applauding your 
article. 

We would be delighted to furnish a 
staff representative at no cost to serve on 
the committee you plan to establish, or— 

We would be delighted to put our 
planning staff at your disposal, at no cost, 
to discuss details of the film you propose 
in your editorial. 

Our entire corporate existence is based 
on the need to develop the individual 
members of any corporation’s selling 
team. We feel we know at least a few of 
the reasons why traditional approaches 
have failed, and we feel that your edi- 
torial may well focus attention on the 
problem. We would be willing to help 
you in any way in which you may feel 
our experience might be useful. 

Congratulations on your very fine and 
forceful article! 

Hans A. ERNE 
Executive Vice President 

and General Manager 
Florez, Inc. 

Detroit, Mich. 


agreeable $500 


We feel your program to promote 
“Selling” to American youth by means 
of a pamphlet, “Salesmanship As a Ca- 
reer,” has a great deal of ‘merit. 

We are agreeable to pledging $500.00, 
contingent on your success in raising the 
needed amount. 

M. A. NEWMAN 
Manager 
General Sales Division 
The Ohio Oil Co. 
Findlay, Ohio 


$100 annually 


We, at the Formfit Co., wholeheartedly 
agree with Mr. J. W. Moore and with 
Sales Management and offer you a 
pledge, on an annual basis, of $100 to 
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An Editorial 


What Are We Waiting For? 


The need for salesmen is critical. American busi- 
ness has neither the quantity nor the quality of 
salesmen that it needs to effectively, efficiently 
and profitably market the goods and services that 
it creates. Why? Because despite a lot of lip-service 
—including high-toned editorials by this publica- 
tion—it has failed miserably in the job of “selling” 
selling. Our youngsters know nothing about the 
advantages of a career in selling. They know what 
retail clerks do and what they earn: they know 
about door-to-door salesmen. But they haven't the 
slightest idea about the opportunities and rewards 
that exist for them in industry 


But, what is being done about it? Sure, some com- 
panies have fancy, enticing recruitment programs 
that get the cream of those youngsters who have 
somehow acquired an interest in selling. But, who 
is really doing anything to create that interest 
among the millions of other students who are right 
now deciding on a career? The answer is: no one 


The inspiration for this editorial is a letter that we 
received from J. W. Moore of The J. W. Moore 
Co., of New Orleans. Mr. Moore wrote 


“Let's get out a pamphlet on the subject of ‘Sales- 
manship as a Career’; get businessmen to pay 
for its publication, and put these booklets into the 
hands of every high school senior in the country, 
and see that every college student up to the junior 
year gets a copy 


“Now, let’s go! There may be a better way, but 
until we find it, I am ready to put out for this one 


Mr. Moore goes on to volunteer starting the ball 
rolling. We commend him and thank him for 
giving us a needed kick. We join him in saying 
“Now, let's go.” 


But, we recognize that to do the job properly will 


take a lot of money, a lot of time and real organiza- 


ales Management 


assist in the salesmanship as a career 
program. 

It seems to us that this must be a con- 
tinuing program, and for that reason, 
although our pledge does not come up to 
the suggestions you have made, we do 
make it on an annual basis with the 
thought that monies will be needed con- 
tinually. 

JaMeEs E, LEoPOoLD 
Vice President 
The Formfit Co. 
Chicago, III. 


‘money and lip service’ 


Sales executives, across the country, 
should support your “Selling Selling” 


tion. Each vear there are some 700,000 male high 
school seniors who should be reached. Total male 
college enrollment at present is in excess of two 
million. So, at least one million male students could 
and should be reached annually. 


If the booklets were to cost as little as 10 cents 
apiece, and if their distribution were free, it would 
take a budget of better than $100,000 to do the 
job. This is no small undertaking. 


We feel that the job is worth doing and that the 
cost, while large in dollars, is small in relation to 
the long-term values that would be achieved. We 
want to see this project get started right away 
and we will do everything we can to get the show 
on the road 


Sales Management proposes: Interested sales ex- 
ecutives—and actually there should be no excep- 
tion—are urged to write us a letter right now 
pledging that their companies will contribute a 
sum of money to support this project. We suggest 
$25 for each company salesman, perhaps a top of 
$2,500. (Sales Management has already set aside 
$1,000 as the kick-off contribution.) Then, any 
sales executive interested in participating actively, 
should so indicate in his letter. 


When $50,000 in pledges has been received, we 
will assemble a group of interested executives to 
meet in our offices and a committee will be created 
with the following tasks: (a) to hire one person and 
secretary to execute the program, (b) to arrange 
for the writing and publication of the booklet; 
c) to seek the assistance of various organizations 
to help in its dissemination; (d) to continue the so- 
licitation of funds; (e) to explore other methods of 
“selling” selling, such as a film 


Send your pledge immediately. Write Philip Salis- 
bury, Editor, Sales Management, 630 Third Ave., 
New York 17, N. Y. Let's gol 


campaign and with a lot more than 
money and lip service. 
Let them join up with Adult Educa- 
tion in the colleges and high schools. 
W. C. Dorr 
W. C. Dorr Associates, 
Brooklyn, N. Y. 


present attitudes important 


Congratulations on your campaign. | 
have been interested in a closely related 
field—college students’ attitudes toward 
selling—for several years, and from my 
research and observations comes one 
prayerful hope for your new venture: 


(continued on page 116) 


SALES MANAGERS... 


how much 1s 
a pound of 


time worth? 


EK xtra sales. Air Freight has 

given new dimension to 

marketing. Emery Air 

Freight gives same day 

or overnight delivery anywhere 

in the United States. The whole 

United States, time-wise, is now one big 

“local market.” Air freight has also added 

extra days to peak sales periods. The result: 

more sales and bigger profits. Take advantage 

now of the speed and reliability of Emery Air 

Freight by specifying “Ship Emery Air” on ship- 

ments to your customers. To find out how much faster 

Emery can deliver your shipments to any point in the 

nation, call your local Emery man, or write... 
a 
Tae EMERY AIR FREIGHT 
SS“ 


801 Second Avenue, New York 17, New York _ Offices in all principal cities. 


Significant Trends 


Social Change Demands Sales Attention 


It’s a simple fact that marketers are picking and 
choosing the markets they enter with more care 
than ever before. They are becoming more se- 
lective in their attempts to appeal to certain identi- 
fiable segments of the buying public. 


What is probably even more important, however, 
is that the consuming public itself is changing to 
the point where it is dictating, not just accepting, 
the marketer's selectivity. 


Social forces are always at work, changing and 
reconstructing the face of the consumer market. 
Marketers have, to some degree, learned to keep 
on top of these changes~altering their products 
and approaches to fit new demands. 


But in the decade ahead these social forces will 
intensify. Change will become more rapid, more 
definite. The consumer market will really begin 
to make its even greater number of preferences 
and whims felt as it becomes settled into opulence, 
into the new Golden Age. 


Some of the new trends have been noticed already. 
But so far they have just been experiments in 


living, the first tentative steps into a new way of | 


life. Now, as consumers become committed to this 
way of life in greatly increasing numbers, each 
trend grows from a marketing factor or considera- 
tion into a dominating force that will strongly in- 
fluence each marketing decision. 


Here are six big trends in living, as compiled by 
the Stanford Research Institute. None is really 
new as a trend; but each will be new as a critical 
force shaping marketing: 


@ Self-betterment. The old “keeping up with the 
Joneses” (or catching up with them) will be present 
even more as a growing segment of the public 
finds itself within reach of realizing time-honored 
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dreams of success. This is happening so fast, 
though, that it is rapidly leading into new patterns 
of development. Material improvement is so com- 
monplace and relatively so easy to attain that the 
new self-betterment will be most pronounced in 
areas of the “finer things,” the often intangible 
activities. Education, experience, public service, 
influence are the new symbols. Because these re- 
late only indirectly to the way a person spends, 
they make the marketer's job tougher. But this in 
no way reduces their importance. 


@ The new relationship of play and work. Closely 
related to self-betterment, this drive means that a 
big portion of the populace will be spending more 
time, energy and money during leisure hours for 
the sense of fulfillment it once got on the job. SRI 
lists art, creative science, music, sports, foreign 
travel as a few of the many “acceptable” activities. 


@ Tied in with the first two is the fast-growing 
sense of family. While this does not necessarily 
mean that members of the household will be doing 
things together, it does mean a greater sense of 
unity among them, a uniformity of family values, 
and, most important, group rather than individual 
decisions about expenditures for the increasing 
numbers of activities. 


@ The role of women is changing, too, and faster 
than it ever has in the past. The housewife, that 
all-important consumer, is most definitely chang- 
ing her own attitude toward her work in the drive 
for betterment, fulfillment or what have you. She 
uses the latest means to cut down her work time 
at home, and other family members help her by 
assuming some of her duties. What she does in 
her off-hours, how she gets out of the kitchen 
faster, and how participation in homemaking by 
other members of the family changes their way 
of life (not to mention the grocery list) are all of 
profound importance to the marketer. 


Significant Trends 


(continued) 


@ Security is still growing as a motivating force. 
It stands to reason that the higher one goes, the 
more pronounced would be the fall from status— 
and the greater the lengths to which one would go 
to prevent or soften such a disaster. Directly, this 
influences savings, investments, outlays for insur- 
ance. Indirectly, it affects attitudes and sharpens 
the desire for quality, value, guarantees and so on. 


® The last big social change noted by Stanford 
Research is the changing relationship between 
conformity and individuality. In many ways, this 
is the sum total of the others and the key to the 
work marketing has cut out for it. 


In some areas, these big social changes are leading 
to conformity of the familiar mass-market type. 
Even here, though, there is a hitch: they will be 
new and different mass markets which must be 
discovered, analyzed and approached with new 
products and new promotions. Some of these are 
with us already: convenience foods and automatic 
appliances are outgrowths of the woman’s chang- 
ing role and her new attitudes toward work and 
play; the upgrading influences of the self-better- 
ment drive have been instrumental in creating 
the new emphasis on grooming aids, health aids 
and dietary products; the desire for the better life 


and for filling non-work hours with upgrading 


activities has been responsible in large part for 
the growing appeal of “gourmet” cooking. There 
will be more and more of these new mass markets 
developing in coming years. 


But within this new, conformist framework of 
near-universal social forces and the new mass 
markets they create, is a big, all-important trend 
toward individuality. 


The growing social drives mentioned above do not 
lead primarily to me-too purchases of consumer 
goods. Material wealth of all kinds plays a back- 
ground role: it may be needed to support the 
chosen, broadening activities, but it is no longer 
the convenient, predictable end-all. 
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Instead, consumers will be pursuing different paths 
—thousands of them—to achieve predictable ends. 
They will be spending plenty along the way. But 
they will be spending in many different, hard-to- 
predict ways, with no particular product or service 
universally skimming off top dollar. They will be 
forcing the marketer into market specialization, 
whether he likes it (or even knows it) or not. This 
is his problem. 


The Challenge of Specialized Markets 
Marketing will find it harder to spot these smaller, 
more specialized markets. It will have to devise 
new, better methods for pinpointing buying trends. 
It will have to spend more and work harder to 
make these methods pay off. Specialized products 
will have to be created, made either from scratch 
or from existing, broad-appeal products. And these 
products will need specialized promotion, telling 
each consumer interest group why that version of 
the product is especially for them. 


Some products can’t be easily specialized, but 
here too the marketer will have to keep the new, 
non-material social drives in mind. It will become 
doubly important to liberally sprinkle all products 
with connotations of self-betterment, family unity, 
security, sophistication and other characteristics 
of quality. 


Rising discretionary incomes insure that plenty of 
money will be spent in the coming years. Special- 
ized products and mass-appeal products with the 
proper connotations will get a bigger and bigger 
share of this wealth. The marketer who listens to 
the mandate of the consumers, who makes the 
effort to keep quality, image, individuality, style 
up to the demands of his customers, will find the 
market well worth the trouble. 


But the company which chooses to try for the 
biggest possible mass audience, or which, indeed, 
attempts to treat specialization solely as a market- 
ing tool for its own use, may wind up being forced 
into a very special kind of oblivion. 
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Magazine Definition— 

“The New Yorker is more than 
a magazine—it is a mirror held 
up before the changing times 
and tastes of America.” That’s 
the way the president of one of 
the leading advertising agencies 
defined The New Yorker. 


Market Measure— 

The New Yorker is an effective 
selling medium because its cir- 
culation is concentrated in the 
country’s most important mar- 
kets for quality merchandise. 
It is a national magazine. Its 
circulation is strongest in those 
areas where sales potential is 
greatest. Further precise evi- 
dence is available, if you wish, 
in our “Circulation Analysis.” 


Audience Characteristics— 
The New Yorker is read by 
affluent, influential people who 
live in the better residential 
areas, and patronize the better 
shops. By education, income, 
possessions, and any other 
standard, it is a quality reader- 
ship. Further available evi- 
dence: ‘‘Characteristics of 
Readers and Households.” 


Retail Stature— 

The New Yorker has always 
rated high with retailers. The 
best evidence is the fact that 
retailers themselves, every- 
where, advertise so heavily in 


€ 
Anatomy 


of a 
Mavazine 


A few useful facts you might like to know about 


Feb.18,1961 


THE Price 25 cenis 


NEW YORKER 


COPYRIGHT 1925. 1953. THE NEW YORKER MAGAZINE. INC. 


The New Yorker is a national weekly. Its weekly circulation of 
425,781 (12/31/60 A.B.C.) is concentrated heavily in the rich 
47 primary U. S. city trade areas where most business is done. 


NEW YORKER 


No. 25 West 43rd Street, New York 36, N. Y. Other advertising offices: Chicago, San Francisco, Los Angeles, Atlanta and London 


its pages. The New Yorker car- 
ries more retail advertising than 
any other magazine. Its trade 
acceptance and influence areun- 
usually high. Further available 
evidence: “Retail Advertising 
Record.” 


Advertising Leadership— 
The New Yorker serves annu- 
ally over 1,600 advertisers. Last 
year it carried over 5,000 pages 
of advertising, an all-time ad- 
vertising high. It ranks first 
among all magazines in many 
advertising classifications: Re- 
tail and/or Direct by Mail; 
Travel, Hotels & Resorts; 
Radios, Television Sets, Phono- 
graphs, Musical Instruments & 
Accessories; Beer, Wine & 
Liquor; Toiletries & Toilet 
Goods; Apparel-Men’s; Jew- 
elry, Optical Goods and Cam- 
eras. Further evidence: our 
most recent lists of “New Yorker 
Advertisers’’ available by 
classification. 


Business-Getter— 

The New Yorker has produced 
results consistently over the 
years for a long list of advertis- 
ers, large and small, of a wide 
variety of products, services, 
and ideas for men and women, 
home and business. Ask your 
New Yorker representative who 
will be pleased to show you spe- 
cific “Result Stories” in various 
classifications of advertising. 


power-up 
your 


= The Largest Architect 
“m Paid Circulation in History 


Architectural Record’s 30,964 architect and engineer subscribers is a new 
all-time high for architectural magazines. 


And, significantly, the Record has again lengthened its circulation lead. 
This “score card”’ tells the story... 


: ARCHITECTURAL: PROGRESSIVE $ ARCHITECTURAL 
RECORD : ARCHITECTURE: FORUM 
Architects : 20,021 : 18,235 14,561 
Engineers > 10943 : 7,832 : 3740 
Total architects & engineers: 30,964 : 26,067 : 18,301 
12-month change in “Total” : +832 : —260 —562 


Cost 1,000: ; : 
” cites ant engineers: $27.61 : $32.61 : $62.02 


Source: Circulation—June 30, 1961 A.B.C. Publisher's Statements. Costs based on rates effective Jan. 1962. 
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Four More Exclusive Reasons 


Why Architectural Record Is 
Your Best Buy for 1962 


1. Top verifiable market coverage. Record’s record- 
breaking architect and engineer paid circulation trans- 
lates into verifiable coverage of nearly nine out of ten 
architect-planned building dollars—a fact documented 
by Dodge Reports. 


2. Editorial Dominance. The Record publishes an un- 
equaled number of editorial pages... edited specif- 
ically for architects and engineers . . . attuned to their 
changing interests with the aid of Eastman Editorial 
Research and Continuing Readership Research ... 
timed and balanced with the aid of Dodge Reports to 
be of maximum value to them in terms of the work on 
their boards. And the Record’s renewal rate is highest 
in its field by far. 


3. Steady Reader Preference. Architects and engineers 
have voted the Record “‘preferred” in 159 out of 172 
studies sponsored by building product manufacturers 
and their advertising agencies. 


4. Unequaled Advertiser Acceptance. For 15 years in a 
row more building product advertisers have placed 
more advertising pages in Architectural Record than 
in any other architectural magazine. Record’s margin 
of leadership thus far in 1961, 52 per cent! 


‘Architectural Recor 


f. w. popes 119 West 40th St. 
CORPORATION 
‘oa | New York 18, N. Y. 


“stimulus to creative architectural and engineering design” 


= 
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It's as simple as... 
Ready! Set! Sell! 


Keep pen and order blanks handy. Open 
the lid of Tabletalk... and... Presto! 
Picture after picture flashes on a large 


mms WARK E TING 


SMOKY ENTENTE CORDIALE 
New York—Gauloises, France’s top- 
selling cigarette, will soon be manu- 
factured, sold and, it is hoped, enjoyed 
in the U.S. Philip Morris Inc. will be 
the stateside partner in what is de- 
scribed as a pioneering international 
agreement in reciprocal manufacture. 

In France, the Regie Francaise des 
Tabacs, official tobacco administra- 
tion for all cigarette and tobacco 
manufacture and_ distribution in 
France, will produce and sell Philip 
Morris’ Parliament cigarette brand in 
that country. 

“Nothing’s been changed but the 
price,” will be a key ad theme for 
the new brand on the American scene. 
For Bardot movies, a pack of popu- 
lar-priced Gauloises may well supply 
that Parisian frame of mind. 


BIG BAGGAGE BOYS SAVE 
Dallas—If your salesmen fly with lots 
of baggage, they will save as much as 
80% on excess baggage charges on 
Braniff International Airways. The 
new system is called Counter Cargo 
and permits heavy sample cases and 
other items to be checked in at air 
freight rates instead of the higher 
excess baggage rates. 

The airline admits that “while the 
new service will be a benefit to many 


Demanding higher prices at first, 
the new battery-powered products 
are certain to go competitive as they 
capture the imagination of innovation- 
minded Americans. 

The bigger companies—G.E., West- 
inghouse, Black & Decker, and others 
—were first. Look for a sharp increase 
in the number of companies re-tooling 
to sell this vigorous marketing trend. 


— 


BLURB-BEARING BAGS? 

Chicago—With over 3.3 billion plain 
old brown bags used annually by 
shoppers to lug home our national 


screen as it ‘‘talks’’ with your sales 


product, recognition of this two-plus 
message in compelling tones that con- 


square feet as ad space has steadily 
increased. 


of our regular passengers, we're really 
aiming at an entirely new category of 
steady airline travelers—the salesmen 
who have traveled by automobile be- The latest theme: 
cause they felt it would be too ex- 
pensive to fly with heavy sample cases 
as excess baggage.” 

Example of the savings: Counter 
Cargo charges for 100 pounds from 
Dallas to New York would be as low 
as $9.10 for most commodities and 
only $18.30 for personal effects as 
compared to $48.00 under excess 
baggage rates. 


vince and ‘‘close”’ on call after call! No 
screen to set up! No com- 
plicated focusing or film- 
threading! Tabletalk is a 
35mm filmstrip projection 
unit and 4-speed hi-fi rec- 
ord player in an attache case! Keeps 
you and your sales story as fresh on 
the last cali as the first in the morning. 
with iewlex 


Tabletalk 


BagVertising! 


The Survey Says* 


In retail sales per family . . . 


Odessa, Tex. (27,800 households) 
leads the nation's Metro Areas 


$5,887 
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VIEWLEX INC. 


36 BROADWAY, HOLBROOK, L.I., N.Y. ‘CORDLESS’ MARKET EXPANDS 


New York—Another trend begs for 
attention from alert, new-product- 
conscious companies. First it was 
cordless TV sets, electric shavers and 
clocks—soon it will be vacuum clean- 
ers, power implements, mixers and 
dozens of other appliances with a 
cordless appeal. 


Gentlemen: Average Metro Area 


(126,073 households) 
$4,333 


Source: Per Household Sales in Metropol- 
itan County Areas as shown in 
Sales Management's 1961 Survey 
of Buying Power 
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Name 


Company 
Address. 
——————— iS 


IN CANADA—ANGLOPHOTO LTD., MONTREAL 
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DCTS ORI A LY 


on the MOVE 


Described by Gaiber and Associates, 
Inc., a Chicago firm, as a conversion 
of the shopping sack to a traveling 
billboard, it is expected to provide 
one of the largest advertising media 
ever created. Supermarkets, _ inci- 
dentally, will receive the bags gratis 
and thus may be expected to lend 
something more than mere tacit ap- 
proval to the new multi-product ad- 
vertising scheme. 

Sixty 2 x 5 in. ad units are planned 
for every bag. The cost is only .0008 
cents per impression. Says a company 
executive, “The cheapest advertising 
buy anywhere.” 

(Interesting to speculate also on the 
spending patterns of America’s gar- 
bage men as they daily expose them- 
selves to this Niagara of innovative 
promotion. ) 


See how the teeth “wrap around” 
this high-reduction pinion 


ey ee 


TOOL ADS CALLED DYNAMIC 
Washington—With surveys indicating 
that two-thirds of all the machine 
tools in the U.S. production line are 
obsolete, judges for the eighth annual 
Advertising Competition of the Na- 
tional Machine Tool Builders’ Assn. 
acclaimed ads which stress greater 
productivity and reliability provided 
by modern machine tools. 

The simplicity of clear, terse copy 
and original layout led one of the 
judges to comment, “This ad makes 
me, a production man, feel that I 
could operate this machine tool with- 
out further instruction.” 

Similar feeling produced 12 win- 
ners in the contest which included 
fractional, single and double-page ad- 
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vertisements in business magazines; 
catalogs and bulletins; direct mail 
and complete advertising programs. 


NEW AFRICAN TRADE GROUP 


New York—Better relations between 
American investors and _ business 
corporations and the countries of 
tropical Africa will be the aim of the 
African American Trade and Develop- 
ment Assn. recently formed in New 
York City. 

In making the announcement of 
the new group, Mr. Eric Johnston, 
president of the Motion Picture Assn. 
of America, added, “Tropical Africa 
offers an immense opportunity for 
American capital, industry and labor 
to demonstrate the values of our free 
enterprise system and to develop 
profitable relationships that will have 
lasting values for these newly emerg- 
ing countries. 

The four purposes of the new trade 
group: 

1. To serve as a research and fact 
finding agency, providing member 
business firms and corporations with 
current information on trade and in- 
vestment opportunities in tropical 
Africa. 

2. To provide a point of contact 
for Africans with the American busi- 
ness community. 

3. To work with universities and 
other organizations in conducting 
seminars, round-table discussions and 
other types of meetings on topics 
that concern industry and develop- 
ment in African countries. 

4. To advise the legislative and 
executive branches of the U.S. govern- 
ment on the thinking of member busi- 
ness firms and corporations on national 
problems and issues affecting busi- 
ness relations with Africa. 


DOG CLIPPER SALES SOAR 
Milwaukee—With 56.6% of USS. 
families owning dogs and spending 
$16 million on pet care products, the 
John Oster Manufacturing Co. has 
found that dog clipper sales are in- 
creasing in hardware, housewares and 
drug outlets. 

Poodles, terriers, and _ long-hair 
working and sporting dogs get shaggy 


and require regular grooming. The 
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Sales Management’s Survey of Buyin 
Power gives Denver a Quality Index of 
129 and an Index of Sales Activity of 
151. The corresponding indices for the 
five-county Denver Metropolitan Area 
are 111 and 117 respectively. And you'll 
find it’s a rare month that this maga- 
zine’s Business Activity Forecast 
doesn’t place a star by Denver to indi- 
cateitisa“‘Preferred City of the Month.” 

But the sales potential Denver offers 
you probably is best shown by the 
market’s consistent and spectacular 
growth in population, income and sales 
as recorded by the Survey of Buying 
Power. 

Since 1950, metropolitan Denver's 
population has increased 74 percent. 
Effective buying income is up 154 per- 
cent. Total retail sales have jumped 
80 percent, made up of such substantial 
sales gains as 97 percent in food, 82 
percent in general merchandise, 71 per- 
cent in automotive, 78 percent in fur- 
niture and household appliances, and 
a whopping 179 percent in drugs. 

Denver is a spectacularly growing 
market. But it is also a market of un- 
usual stability due to its diversified 
sources of income. It’s the kind of a 
market in which a real consumer fran- 
chise is well worth building . . . and The 
Denver Post can help you build it. 


DENVER POST = 
TRANSFORMS ER 


ay 


we of) Arwuerica's 
Seat Newspapers 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


Construction 
Business 


® Construction increase in 1962. . 


®@ Industrial buildings to lead in gains ... 


Preliminary forecast for heavy construction in 1962 indicates an 
overall 11°; increase. Federal government work is expected to be up 
15%, private construction up 11%% and state and municipal work 
up 10°%. Industrial buildings, with a 22°, increase, lead all types of 
work in the gains expected. Other strong construction areas should 
be earthwork, irrigation, dams and waterways, public buildings, 
waterworks, and commercial buildings, with above average increases. 


While U. S. industry is planning a bigger investment in plants for 
next year, indications are that the number of plants may be fewer. 
For the first eight months in 1961, contracts have totalled $1.9 bil- 
lion, up 2% in dollars, but down 7% in number, from a year ago. 


One of the biggest announced plants will be a $50 million alumi- 
num reduction plant to be built at Chester, Ill. for Kaiser Aluminum 
& Chemical Corp. . . . Lancaster, S$. C. will be the site of a $7.5 
million textile mill to be erected for Springs Cotton Mills. . . 
M-G Poultry & Egg Co. will build a $1.2 million processing plant 
at Houston, ‘l’ex. 


Sealed Power Corp. plans a $1.5 million casting machine plant near 
Muskegon, Mich At Brooker, Fla., ‘he Huston Corp. will erect 
a $6% million liquid hydrocarbon extraction plant . . . Lukens Steel 
Co. will put up a second electric furnace and auxiliary buildings for 
$61 million at Coatesville, Pa. 

Georgia-Pacific Corp. will be active at several locations, with a 
paper bag plant at ‘Voledo, Ore. and a warehouse-office at Greens- 
boro, N. C. announced .. . A $4 million publishing plant will go up 
near Buffalo, N. Y. for the J. W. Clement Co... . At Mountain 
View, Calif., International Business Machines, Inc. has slated a $2.7 
million research center. 


While U. S. industry plans to be active in new plant construction 
throughout the nation, it also has big plans for plants outside the 
country in 1962. $3.3 billion has been announced—$618 million in 
Canada, $700 million in Latin America, $739 million in the Com- 
mon Market, $550 million elsewhere in Europe and $681 million in 
other countries. 


County construction active. In Ohio, Cuvahoga (Cleveland) Countv 
Commissioners have a $3.5 million joint venture agreement for 
paving with M. F’. Velotta and Sons and Condon-Cunningham, Inc. 
. . . Dade County Port Authority, Miami, has a $4.5 million jet 
hangar, overhaul shop and service building contract with J. A. Jones 
Construction Co., Charlotte, N.C... . B. F. Diamond Co., Savan- 
nah, Ga., will build a $12.8 million general cargo terminal for Vit 
ginia State Port Authority at Norfolk. 


ADV’T. On New York City’s now-building Pan-Am Building, 
which will be the world’s largest office structure, EN-R has 349 in- 
dividual, paid subscribers among the 14 firms representing the own- 
ers, architécts, consultants, general contractor and major sub-con- 
tractors. No other medium could serve-up the major buying influ- 
ences on this $100 million dollar structure in one package. 


ENGINEERING NEWS-RECORD 


ABC/ABP 


Marketing on the Move 


(continued) 


Oster home clipper has a retail price 
of $29.95 making it an accessory or 
appliance of considerable worth to 
the average buyer, and one requiring 
a thorough evaluation before pur- 
chase. 


GOLDEN AGE OF STAMPS? 
Chicago—Seventy-eight percent of 
member supermarkets in the Super 
Market Institute give trading stamps 
compared to 72% a year ago. There- 
fore, concluded the annual meeting 
of the Trade Stamp Institute of 
America, the mighty little stamp is 
enjoying an unprecedented popularity 
throughout the country. 

In fact, it notes, the top ten major 
grocery chains give stamps—and the 
American housewife accepts with 
great gusto. 


A FREUDIAN HANDLE 


New York—Humorist Stan Freberg’s 
advertising campaign for the Chun 
King Corporation is getting a Freudian 
cast. Radio and TV spots will explain 
that a major reason why consumers 
like “take-out” chow mein from Chi- 
nese restaurants is they need the se- 
curity of the container handle, an 
item missing from supermarket chow 
mein packages. To tie in point of pur- 
chase, Chun King is now shipping to 
stores more than two million cans, all 
with handles. 


NEW TOOL FOR MARKETERS 


Washington — Market forecasting, 
always a thin ice area for the sales 
executive, has gained new authority 
with the issuance of a Monthly Re- 
port on Business Cycle Development 
by the Census Bureau. 

Circulated on a restricted basis 
within the Government since January, 
the new series was recently unveiled 
at a press conference conducted by 
Secretary of Commerce Luther H. 
Hodges. 

Utilization of electronic equipment 
will permit publication within three 
weeks after the close of each month 
—record speed for Government statis- 
tics. About 70 major statistical indi- 
cators and 350 components are used 
in compiling the report. 
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How to be the big fish 


One of the questions we often encounter when 
we talk with prospective clients is—‘SHow much 
service will our account get?”—or words to that 
effect. 


This is an understandable concern. No client 
likes to feel that his advertising agency considers 
him small pickings; that he is a small fish in a 
big pond. 


Amount of service is, of course, difficult to fore- 
cast. Larger advertising budgets usually require 
more service, if only because managing a larger ad- 
vertising investment generally requires more work. 


But, while it may be hard to estimate quantity of 
service, it is relatively easier to predict quality. 
There is a vast difference between the two. 

A large advertising budget doesn’t necessarily 
insure better quality of advertising agency service 
—no more than paying $30 a yard for fabric is any 
guarantee the suit will fit. 


Conversely, a smaller budget need not (and 
should not) necessarily receive inferior service. 


What, then, does determine quality of service? 


Aside from such obvious advertising agency qual- 
ifications as experience, creative competence, depth 


of manpower and facilities—the answer can be 
found in the kind of relationship which exists 
between client and agency. 


We’ve found that when a client and his adver- 
tising agency get along as partners, the relation- 
ship is bound to be a mutually rewarding one. 


For the agency—this means a sincere desire to 
work for the client as if it were actually a part of 
the company—an extension of the client’s market- 
ing arm, as it were, rather than an outside supplier 
of copy and layouts. It implies a genuine interest 
in the client’s welfare. 


For the client—it means a willingness to accept 
the agency as a full member of the corporate team 
with implicit trust in its competence, discretion 
and loyalty. 


The net result of this mutual cooperation is a 
maximum return on your advertising investment. 
Or, to put it another way, you get “‘big fish” treat- 
ment regardless of the size of the pond. 


With each of our accounts at Marsteller-Rickard, 
both large and small, we try to earn the right to 
have a fine, close working relationship. 


In terms of quality of service, we like to think 
our smallest account is as big as our biggest. 2 


Marsteller, Rickard, Gebhardt and Reed, Inc. 
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of Provisions, and Scotch 
Whisky. CHIVAS BROS. 
LTD., of Aberdeen, Scot 
land. Established 1801. 


1 4 surely more than most, 


know the problem of finding a corporate 


or business Christmas thought 


that epitomizes the assurance of prestige. 
T he package at the left continues 
to speak with the authority of 


the perfect. 


12-YEAR-OLD BLENDED SCOTCH WHISKY + 86 PROOF + GENERAL WINE AND SPIRITS CO., NEW YORK, N. Y. 
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CHEMICAL ENGINEERING SALES UL g 


Re: Keeping Ahead of Markets 


‘No rest, even on the road. So-much detail to devour, 
so little time to catch up on market trends and new sales 
opportunities.” TO THE RESCUE: Now ready, for you, 
a timely CE Special Editorial Report, Petrochemicals: 
What's Ahead? Here isacompact, complete wrap-up of one 
of the busiest of the busy Chemical Process Industries . . . 
profits, problems, marketing, raw materials, costs, plant 


growth, regional activity, etc. Free 


and available only from... 
na Aloe CHEMICAL 
— m ENGINEERING, 
bY hee McGraw-Hill, 
330 W. 42d St., 
New York 36. 
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MARKETS 


heyday for retailers, 
nightmare for sales execs 


DISTRIBUTION 


new bills hit 


integrated firms 


nent OCTOBER 20 


The retail rat race is creating a whole new set of problems— 
and maybe a few opportunities—for makers of consumer products. 
The giant retailers are in a mad rush to look alike. Tradi- 
tional retail images are blurring as the mass retailers get 
bigger, more diversified. They sell the same products, often 
at the same prices or discounts, with the same services. Food 
chains sell soft goods, variety stores offer appliances. 

And all the chains are plunging into discounting. 


Now Montgomery Ward is buying its way into discount retailing. 
Woolworth is starting a discount chain from scratch. Grand 
Union, Kroger, Allied Stores, Federated, Kresge, May Department 
Stores are just a handful of the big names breaking into the 
discount madness. Variety chains, food chains, department stores 
are falling over each other in a headlong rush into discounting. 


For the manufacturer, the implications are many. ... In 

this struggle for retail survival, the weaker competitors are 
shaken out, or bought up. The big chains grow bigger and 
invade new fields. The survivors are few, but giant-sized, 
with vast economic power. They can wield their tremendous 
buying influence without mercy, and sometimes do. They won't 
be sold; they'll be dealt with, usually at their terms— 
whether it be price, or product, displays, co-op deals, or 
whatever. The salesman's job tomorrow will be the toughest yet. 


Look at what's happened in the grocery field. In 1947, some 
133,000 stores did 80% of the food business, according to 
Progressive Grocer. In '55, the number dropped to 80,000 
stores. Today it's 55,000 stores. And 87% of the head- 
quarters buying is concentrated in only 1,740 buying offices! 


That's a good indication of what's ahead. But the pace will 
be quicker with the crumbling of the customary barriers 
between different retail fields. Salesmen will be calling on 
fewer and fewer buyers—scarcely a healthy situation. A 
Single buyer or committee could have the power to dictate the 
price and deal—or keep a product off the shelves of a one- 
company complex of tens of thousands of stores. A single 
retail customer could make or break a new product, or even an 
entire supplier company. .. . The mass retailers are having 
their heyday; but sales executives, their nightmares. 


Vertically integrated companies that compete against their 
own customers at the wholesale or retail level would be hit 
by new legislation proposed for consideration in '62, 


Two bills to help small business were unveiled a few hours 
before Congress adjourned by Sen. Russell Long (D., La.), a 
top-ranking member of the Senate Small Business Committee. 
His minimum goal is to enact a Dual Distribution Reporting 
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STRATEGY 


go where 
the money is 


MEDIA 


industrial advertisers 
eye magazine fight 


Act. It would force integrated producers to reveal operating 
data which would disclose whether particular products or 
plants were being utilized for monopolistic purposes. 


The companion Long bill is a new version of an old "equal 
pricing” proposal. This measure, called the Antitrust Vertical 
Integration Amendments of 1962, would make it illegal to 
discriminate in favor of captive Stores. It would simply ex- 
tend the Robinson-Patman ban on discriminating among customers 
to amanufacturer's own wholesale or retail branches... . Long's 
basic premise is "that it is harmful to competition and also 
unfair for producers to charge their own captive plants and 
stores lower prices than they charge independent-customer plants 
and stores which compete horizontally with the captives." 


The list of industries that would be affected by these bills 
is longer than your arm. Some of them are aluminun, glass, 
gasoline, paint, shoes, tires. 


A bold competitive move is being made by Burroughs Corp. with 
its brand-new, low-priced family of four computer systems. 
They put Burroughs squarely in competition with IBM for the 
largest single block of the billion-dollar-a-year market for 
automatic business data-processing equipment. 


Burroughs is exerting maximum effort to crack IBM's market 
monopoly: expanding its customer training program, increasing 
its sales and technical support force sizably, pricing the 
line at a highly competitive figure. The company's basic 
sales strategy: To go after the low-priced but high-volume 
part of the business—because "that's where the money is." 


A delayed-action bomb dropped on the publishing business last 
January by the Post Office is still producing repercussions 
that affect industrial advertisers as well as media. The new 
rule said that "paid circulation" meant 65% of total distribu- 
tion, and that all publications with second-class mail permits 
would have to meet that standard by Jan. 1, 1962. A grace 
period of the rest of '61 was allowed, but with a 55% minimun. 


Business papers applauded the rule, aimed at weeding out of 
second-class mail certain journals with a big percentage of free 
distribution. Previously there had been no regulation setting 
a minimum, but the rule of thumb had been at least 50%. 


Audit Bureau of Circulations requires a 75% paid minimum for 
membership. However, by no means do all magazines belong to 
ABC. Many annuals and quarterlies with a too-high percentage 
of unsold return copies would be hit by the postal rule. ... 
Magazine Publishers Assn. has tried to convince P.0. officials 
they should have no concern with copies which are not mailed, 
but the P.O. remains unmoved. MPA is also asking P.O. brass 

to keep the 55% standard in '62, rather than move up to 65%. 
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Suddenly 


you 


“Made 
the Scene” 


MAIL THIS COUPON 
TODAY! 


WRITE FOR MORE INFORMATION 
ABOUT THIS PRESTIGE 


GIFT-GIVING IDEA! 


and you truly “belonged there” because you “discov- 
ered” the MOST UNUSUAL Christmas gift-giving idea 
EVER SEEN! In fact, it was especially suited for 
your valuable business associates, friends and 
even employees. 


...and then everyone began to “phone the scene” just 
to say “THANK YOU” for your unique and wonder- 
ful remembrance and thereby open the door to ADDI- 
TIONAL TRANSACTIONS! Your employees and 


friends too, showed their appreciation in the many small 
ways ONLY YOU would understand. 


If YOU buy gifts (between $7.50 and $100.00 each), 
you'll sure/y want to see this unusually practical, sen- 
sationally simple and refreshingly different. way of 
saying “THANK YOU" to the people who are 
IMPORTANT TO YOU AND YOUR COMPANY. 


MAIL T0: > automated Gift Pian, inc., 80 Park Avenue, New York 16, N. Y. 
Please send further information about your 1961 Gift Bookard program 
Name of Bank 
Address 
SE ———— 


Att: a 


We use approx Gifts in the $7.50 to $100.00 price range. 
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More highways, more speed, more and more automobiles needing maintenance and repair 


a huge and growing market for the automotive service industry. To sell it, you must know 
which service outlets actually do automotive repair work in volume. MOTOR AGE, one of 20 


Chilton business magazines, seeks out and helps you sell the men who do over 9O% of the 
industry’s volume. CHILTON COMPANY, Chestnut & 56th Sts., Philadelphia 39, Pa. 


It’s considerable for SuccessruL FARMING subscribers — 


s . 
Dimension 
averages more than 300 acres. If you farm 300 acres, at 


f today’s land values, current costs and farm prices, your 


emotional environment is large enough to include a 
subscription to SuccessFuL FarMING, to help you stay solvent! 
Farm technology is changing as fast as missile guidance 
° or Paris fashions, and what you don’t know this 
emotional year may lose your shirt next year! For the 
volume producer of corn, wheat, hogs and cattle, 
SF is management consultant, operations guide, marketing 
. forecaster. It is invaluable to his planning for crops 
environment? apportionment, pest control, power applications, barn 
* mechanization, fertilizer applications, animal breeding and 
feeding. He doesn’t read it—he studies it, 


clips it, files it, refers to it again and é 
again. SUCCESSFUL FARMING contributes 
importantly to his production, profits, and’ 
success. It is his emotional environment! 


His wife, who knows far more about his 
business than your wife does about yours, 
finds SF of interest —helpful in her work 
routines, planning, meals, entertainment, 
and home furnishings. 

SF has been helping the country’s best 
farm families earn more, live better for 
fifty-nine years; and has won an influence 
reflected in extraordinarily high readership, 
and a warmer reception and response for 
the advertising in its pages. 

SF subscribers’ earnings are big, have 
exceeded the average national cash farm 
incomes by about 70% for the past decade. 
They are one of the best class markets. 

If you want your advertising to produce 
more, put it in SuccessFUL Farminc. Ask 
any SF office about the new opportunities 
in its twelve State and Regional Editions. 


SuccessFUL FarMING ... Des Moines, New York, 
Chicago, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 
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SENIOR) 
MARKET 


— What are retired people like? 


@ How much do they have to spend? 
B® How do they spend it? 
@ Where and how do they live? 


@ What are the marketing opportunities? 


Few marketers can answer these questions—for the $32-billion 
senior market is misunderstood, forgotten. But this specialized 
group is growing rapidly: in size, in affluence, in approach- 
ability. It’s ready to buy a tailor-made product and sales ap- 


proach. Here are the facts about this market of 17 million per- 


sons, and some of the rare sales opportunities it is offering. (continued on next page) 
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THE SENIOR MARKET 


continued 


The senior market is a big one: 17 million, more 
than 10% of our population, and growing at the 
rate of 300,000 to 400,000 annually. . . . Yet it is 
virtually untapped. 

There is next to no precedent in either produc- 
ing for, or selling to, this market, and few reliable 
facts on it from a marketing point of view; hence, 
it offers the challenge of a new selling frontier. 

In spite of the sad picture of deprived old age so 
long held up to us by politicians and _ social 
workers, a straight look at facts and figures indi- 
cates that older people are by no means penniless 
and their financial situation is improving. In 1960, 
when there were about 16 million people over 65, 
this group had an income of about $32 billion. 
Liberalization of Government pension plans, more 
and better retirement plans by business, continu- 
ously, if slowly, improves the financial status of 
retiring men and women. 


Why, then, have marketing men neglected this 


STILL STYLE CONSCIOUS, although they lean to comfort in 
clothes, older people are often ignored in styling, sizing. 


large and growing market? Primarily, because of 
outdated concepts about those who comprise it, 
ignorance of social changes that are taking place 
on a large scale, our youth-oriented attitudes and 
the tendency to write off those over 50 as having 
“had it,” and the difficulties and psychological 
barriers in the way of frankly promoting to older 
people as such. Having depreciated them and 
written them off, particularly after retirement, we 
are embarrassed about admitting that they do, in 
fact, exist. Guiltily we invent neutral terms to use 
in connection with them, like “geriatrics”; fake- 
honorific ones, like “senior citizen”; affable ones, 
like “oldster”—admitting that we don’t really know 
how to approach them. 

Here, then, is a challenge to the marketing man. 

The first step towards a project for selling the 
senior market must be knowledge. What are the 
people like, insofar as they are alike? What do 
they have to spend and how do they spend it now? 
Are there observable spending patterns? Where 
do they live? How do they live? Eat? Dress? 
Play? A large key to both production and pro- 
motion: how do they spend their time? How do 
tastes, hopes, objectives, differ from those of 
younger groups? 


What Are Retired People Like? 

To begin with, the majority of them may not 
fit any stereotype we have of age, or old age. 
Louis Kuplan, president, International Assn. of 
Gerontology, told us: “The tendency to mentally 
segregate the retired and aging is a big mistake, 
one that has put business off the track: the older 
a person gets, the more like himself he becomes.” 
This would suggest greater individuality among 
older persons: worth keeping in mind. Freedom 
from work and family obligations may confirm 


this tendency. The retired person may remain 
active, energetic, healthy for many years, with 
perhaps a wider range of interests than he was 
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able to indulge in younger years. The span of 
healthy, active years is increasing. 

The retired group does differ from younger 
groups. Individual income usually is less than dur- 
ing the working years—but most of it is spent as 
received. There is little concern with saving be- 
cause income, whether social 
pensions, or investments, is regular and assured. 
With families grown, there are usually no family 
responsibilities, economically. According to an 
estimate of the American Medical Assn. and the 
Health Information Foundation, at least 50% of 
this group has some form of health insurance and 
medical care, even if admittedly inadequate. 
Older folk have fewer long-range and major con- 


from security, 


tingencies to prepare for. The retired person, 
therefore, is inclined to spend his income, if in the 
lower financial brackets, all or most on basic ne- 
cessities; if in the middle- and higher-income 
groups, on needs plus comforts, pleasure, hobbies, 
travel, the better things that are commercially 
available. 


How Much Do They Have to Spend? 

The majority of the 17 million-plus may not be 
individually affluent. Of the 65-and-older group, 
78-80% have incomes of less than $2,000 annually. 
Kuplan, who gives this figure, says it is based on 
the best figures available as of 1960. It is con- 
firmed by a report in the April 1961 Business Re- 
view of the Federal Reserve Bank of Philadelphia, 
which adds that “55% were under $1,000; and 
15% had no income whatsoever,” but considers 
this percentage distribution approach as casting 
the facts in the most unfavorable light. 

The White House Conference on Aging takes 
a different approach, adjusting the median income 
of different age groups for differences in family 
size, based on 1958 figures. It found, by this means, 
that the median family income per equivalent 
adult was $1,680 when the head of family was 
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HOUSING NEEDS, when the family home has become too 
large, range from building materials to safety features. 


age 25-34 vs. $1,840 (the highest) when the head 
was 55-64, and $1.070 when the head was 65 or 
over. 


Further Census figures (1958) show that 27% 


of the 65-and-over group had no liquid assets, in- 
cluding income and savings. The next greatest 
percentage (20%) fell into the $2,000-$4,999 
bracket, and 11% had $10,000 or more in liquid 
assets. 


It must be remembered that a fair number of 


older people in the lower- and medium-income 
groups augment their regular incomes with oc- 
casional or part-time occupations, and some are 
recipients of gifts from children and _ other 
relatives. 


How Are Senior Incomes Spent? 
All of the studies on this subject are 6 to 12 
years old and during the past decade the median 
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THE SENIOR MARKET 


(continued) 


income of older persons has gone up by some 125% 
compared with 70% for the nation as a whole). 
The latest study, made by Life magazine in 1956, 
shows that people over 65 spent considerably more 
that the 64-and-under group for food, beverages 
and tobacco; slightly more for home operation and 
improvement; considerably more for medical and 
personal care, as well as for “other goods and 


services.” They spent a fair chunk less for “auto- 


motive’; fractionally less for clothing, home 


furnishings and equipment; and somewhat less 
still for recreation and recreation equipment. With 
more income today, the expenditures on other 


than basic needs undoubtedly are higher. 


Where Do the Retired Live? 

One of the widest misconceptions—which could 
lead marketers and advertising people far astray— 
is that people pack up and head for Florida or 
California or Mexico as soon as they retire, or else 
become floaters with no fixed abode. The fact is, 
while older people do travel, some extensively, 
the vast majority prefer to and do keep their roots 
where they have spent their lives rather than seek- 
ing some superheated Shangri-La. Perhaps they 
have got wind of the news, for one thing, that 


warm climates are not necessarily the most pro- 


CONVENIENT AND COMFORTABLE furniture and furnishings 
find ready markets. Easy maintengnce js especially salable. 


pitious for the aging despite all the promotion. 

It seems that greatest longevity is in the corn 
belt; next greatest, the New England states; third 
in line, California; poorest, the southern states. 
Actually, by far the greatest number of retired 
persons remain in the region, even the community, 
they are used to. Some sources indicate the num- 
ber doing this may be as high as 90%. The largest 
proportion of people over 65 are found in the New 
England and midwestern states, although those 
who are able may winter in warmer climates like 
Florida or California, or travel. 

The oft-published fact that something like 30% 
of the inmates of mental hospitals are over 65 may 
implant a distorted idea concerning this group. 
Only 4% of our 17 million or so are living in in- 
stitutions of some kind. 


How Do They Live? 

The Business Review of the Federal Reserve 
Bank of Philadelphia finds that “almost 70% of the 
older families own their own homes and eight out 
of ten of these houses are mortgage free.” How- 
ever, the 3-generation family pattern has given 
way, almost everywhere, to the 2-generation pat- 
tern—grandparents are rarely living with growing 
families. According to Louis Kuplan’s interpreta- 
tion of Census data, about 70% of the over 65's 
live in some sort of family group, primarily spouses 
living together. Many, however, live alone. 

In 1958 there were 1.3 million more women than 
men over 65 and the number of women surviving 
increases as the age goes up. In the case of both 
sexes, health is improving and they engage in 
more activities of all sorts, from hobbies to com- 
munity activities. This means they spend money 
on all of the basic things that younger people do, 
and possibly more for hobbies. While most people 
are glad to slow down as they grow older, few can 
tolerate idleness. Facts gathered by the Harvest 
Years, a magazine devoted to helping people ad- 
just to retirement, indicate that retired persons 
turn strongly to former or new hobbies, which 
often become all-absorbing occupations. 
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Some cultivate latent artistic talents; all the 
crafts are popular. An increasing number of “rock 
hounds” also develop an interest in making jewel- 
ry. Both men and women often make volunteer 


social service a main interest at this time. 


Where Are the Opportunities? 

Travel is becoming a major activity of retired 
people. 

One of the first impulses of the retired may be 
to take that long-desired trip or voyage, to see 
more of their own country or foreign lands. Any- 
one who travels by public transportation facilities 
can see the high proportion of older men and 
women on buses, trains, ships, airplanes, often 
approaching 50%. House trailers, trailers, and the 
more sumptuous mobile homes on our highways— 
except during the school holidays—are predomi- 
nantly occupied by middle-age and older persons. 

Mobile homes, Kuplan feels, constitute a natural 
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“agit heed . ten? > a 


THAT LONG-DESIRED TRIP often comes after retirement, 
but how often is this considered in travel promotion? 


WITH TIME ON THEIR HANDS, older people are good pros- 
pects for music systems, often want remote control features. 


investment for retired individuals or couples who 
wish to do a regular amount of traveling and still 
have a place where they can “stay put” when and 
where they may desire, whether at original home 
base or visiting married children. The initial cost 
of $1,500 to $2,000 and up is within the means of 
a large number of retired people, far more so than 
even the most modest house. 

Conventional travel is a commodity that has not 
been sufficiently sold or made practically available 
to people over 65. They may be among the best 
prospects for long voyages as well as shorter ones, 
since they can be caught in transition from a life 
of work, duty and family obligations to one of 
leisure. Budget travel plans for this group offer a 
nice opportunity. Firms with world cruises to sell 
might bear in mind that retirees may postpone 
disposing of the family home until this break in 
their lives, so as to be unburdened by property for 


(continued on page 108 


PACKAGING 


INQUISITION 


By BERT MILLS 
Washington Editor 


Packaging of household items, already a $10- 


billion industry and expanding fast, is being sub- 


jected to harassment from many sides. Matters 
have progressed beyond the finger-pointing stage 
to a point where restrictive legislation appears to 
loom just over the horizon. Even before new laws 
are drafted, Federal enforcement agencies are 
cracking down on misleading packages. 

Nor is this a matter of concern only for the 
fringe element in business, for sin has always been 
illegal and there are plenty of laws that can be 
invoked to punish fraud. The problem for legiti- 
mate marketers of packaged goods is that reform 
efforts may interfere with honest merchandising. 

Already the innocent have been tarred with the 
same brush as the guilty. For example, here are 
some newspaper headlines of recent months: 

Food Packers Accused of Using False Labels 

and Empty Spaces 

Buyer Often is “Sucker,” Senate Probers Hear 

Pushcart Probe Told Consumers Are No 

“Morons” 
Men Shoppers Join Wives in Revolt 


Subtle Cheating Laid to Packaging, Labels 

Honesty With Buyer Held a Must 

These headlines were culled from only three 
newspapers in two cities. Multiply them by the 
thousand to get the true picture, and add many 
television film clips and magazine exposes, and it 
becomes apparent that there is indeed a “Packag- 
ing Inquisition.” 

What’s more, the situation is likely to get a lot 
worse very soon. Much of the bad publicity about 
packages and labels stemmed from a mere 3-day 
hearing held last June by a new Senate subcom- 
mittee headed by a relatively new and obscure 
senator. The June hearings conducted by Senator 
Philip A. Hart (D., Mich.) were just a curtain- 
raiser. The real show is due to get under way later 
this fall when a new round of hearings will be held. 

Consumer groups, welcomed to Washington as 
never before under the New Frontier, have found 
a forum to air their complaints to a broader audi- 
ence than their own membership. In addition to 
the Hart subcommittee, they have found a “Come 
In” sign at the Food and Drug Administration, the 
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Federal Trade Commission, the Department of 
Agriculture, and even the Executive Office of the 
President. 

It used to be a matter of concern only to the one 
careful housewife in five—the one who reads the 
fine print on labels—that a certain brand of baby 


food includes four-and-one-half ounces per jar, 


while an identical-size jar of a competitor contains 
four-and-three-quarters ounces. Now busy Sena- 
tors are worrying about the disparity and talking 
of correcting the situation by law. 

It used to be a decision for business management 
whether to raise the price of a product to meet 
rising costs, or maintain the price and reduce the 
size of the carton. Now a marketer may expect 
some bad publicity no matter which way he goes. 

Up to now, Senator Hart and his aides have 
carefully refrained from naming names. Packages 
studied as exhibits have been masked so as to 
hide their identity. The time is likely to come, 
however, when anonymity will end even at the 
legislative level. At FDA and FTC, there never 
has been any such gentle treatment. Some big 
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SENATOR HART: Shoppers “day by day pay 
more and more for less and less in bigger con- 
tainers bearing smaller and smaller type.” 


That's the finding of this Michigan Democrat. 


and famous names have already been blackened. 

Already some concrete suggestions for new con- 
trols are on the record of the Hart subcommittee. 
They are reasonably mild and came from an in- 
dustry source. They are more likely to be stiffened 
than eased as the legislative process unfolds. Here 
are the recommendations made by Thomas P. 
Wharton, President, Packaging Consultants, Inc., 
of Washington: 

1. A law to regulate the ratio of the volume of 
the product to the size of the package. 

2. A law to control the proportions of packages, 
to stem the trend toward taller and thinner cartons. 

3. A law to regulate the position, size, and con- 
trasting colors of the content marking. 

4. A law to require that food be packaged in 
even ounces. 

5. A statute outlawing such phrases as “big 


gallon” and “full quart.” cont'd on page 108) 
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IT’S WHAT'S UP FRONT THAT COUNTS .. . in a cigarette crew readies the camera for a shot of the 1962 Falcon 
or in a Ford! Here, on location in MPO film studios, the Futura on the turntable. The girls will get in the act later. 


FIRST CUSTOMER in the salesman-less showroom is Harpo. Silently 
he puts the brand-new Ford through its paces to wow the dealers. 


SALESMAN OF TOMORROW: A parcdy on 
salesman-less showroom focuses on a Ford. 


DEALERS DAZZLED 


Ford Motor Cc, works under the assumption that 
nothing happens until a dealer sells a Ford. With 
the ’62 line set, the company took aim at its 40,000 
dealers and their salesmen. The barrage: a film 
starring Mickey Rooney, Harpo Marx and the new 
line of Ford cars and trucks. The public will never 
see this extravaganza. But the 75-minute full-color 
production has been dazzling dealers from Maine 
to California. Educated guess at the price tab: 


it was probably close to one million dollars. 


STAR QUALITY for the Ford film. The big company 
hired Harpo Marx to romp through the production. 


OPENER must be smooth when you're 
spending a fortune to hot up your deal- 


ers on the ‘62 line. Dancers rehearse 
under the kleig lights before shooting. ¥ ™ 


. » 
+ 


SULTAN? Ford cast Mickey Rooney as a Ford truck dealer who had 
it made. Object: to convince dealers they'd better sell Ford trucks. 


a Wl Aiyy 


Scene: An Illinois Circuit Court 
where Andrew Hansen, corset 
salesman, is charged with mal- 
feasance and gross neglect in his 
duties as representative of a ma- 
jor foundation manufacturer. 
Written by Norman Kaplan, Mid- 
western division sales manager 
of A. Stein & Co., the play was 
intended to be a sales training 
vehicle for the foundation manu- 
facturer, but has broad impact 


and applicability for all marketers. 


of a Corset 


a courtroom drama in one act 


BAILIFF: 


BAILIFF: 


JUDGE: 


BAILIFF: 


JUDGE: 


PLAINTIFF 
ATTORNEY: 


Hear ye—hear ye—the honorable Cir- 
cuit Court of the State of Illinois is 
now in session pursuant to adjourn- 
ment. The Honorable James F. Sachs 
presiding—all rise! 


(Judge Sachs enters.) 
Be seated. 


Will the bailiff read the docket for 
today. 


The first case—Helen Gates, Corset 
Buyer, versus Andrew Hansen, Corset 
Salesman, and his firm, A. Stein & 
Company, Inc., an Illinois corporation, 
manufacturers of Perma.Lift founda- 
tions. 


If there is no prior business, we will 
proceed with the case. The attorney 
for the plaintiff will read the charges. 


The case referred to will be, for the 
record, Gates versus Hansen. Gates 
charges that due to negligence of Han- 
sen and A. Stein & Company, Inc., she 
was unable to continue in gainful em- 
ployment in her chosen profession— 
lost her job as a result of negligence on 
the part of Hansen and is unable to 
sell her services to another employer. 
The prosecution will prove that the 
defendant is guilty of malfeasance and 
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Salesman 


DEFENSE 
ATTORNEY: 


JUDGE: 
ATTORNEYS: 


JUDGE: 


P. ATTORNEY: 


BAILIFF: 


BalILIFF: 


VIOLA: 


P. ATTORNEY: 


gross neglect and not equipped to rep- 
resent a major foundation firm. 


Your honor, the defense will show that 
Gates lost her job and her business 
reputation due to her own inefficiency 
and that neither Hansen nor A. Stein & 
Company, Inc., were in any way re- 
sponsible for the loss of Gates’ position 
or reputation. The defense will show 
that Gates was uncooperative in spite 
of every effort made on her behalf. 


Are both attorneys ready to proceed? 
We are. 


Then will the attorney for the plaintiff 
please proceed. 


As the first witness, I call to the stand 
Viola Culbertson. 


Will Viola Culbertson please take the 
stand 


Viola Culbertson takes the stand. 


Raise your right hand. Do you swear 
to tell the truth, the whole truth and 
nothing but the truth, so help vou 
God? 


I do. 


Would you please state vour full name 
and occupation. 
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VIOLA: 


P. ATTORNEY: 


VIOLA: 


P. ATTORNEY: 


D. ATTORNEY: 


VIOLA: 


P. ATTORNEY: 


VIOLA: 


P. ATTORNEY: 


VIOLA: 


P. ATTORNEY: 


VIOLA: 


Viola Jean Culbertson. I am the assist- 
ant corset buyer at Hammerhill’s. 


Hammerhill’s? 


Yes sir, well, that is, Dennison & Ham- 
merhill Department Store; most people 
at home just call it Hammerhill’s. 


I see. Now, Miss Culbertson, what was 
your business connection with the 
plaintiff, Miss Gates? 


Well, up to a few months ago, Helen 
was the foundation buyer at Hammer- 
hill’s and I was her assistant. And to 
tell you the truth, we're all just sick 
about her leaving. 


Objection. The witness’s remarks are 
prejudicial. I move they be stricken 
from the record. 


Objection sustained. The reporter will 
strike the last line of testimony. The 
witness will confine her remarks to 
direct answers and will withhold per- 
sonal opinion. Proceed. 


Oh, I’m sorry. I didn’t mean to say 
anything wrong. 


Now Miss Culbertson, please describe 
to the best of your ability Miss Gates’ 
duties as corset buyer for Dennison & 
Hammerhill Department Store. 


Well, she was a busy woman. A real 
busy woman. 


Could you please list her duties 


Well, she bought merchandise . . . it 
seems that there was always a salesman 
calling in the department. Then she 
was responsible for writing ads. Then 
she personally checked merchandise in 
the marking room . . . if we waited 
for them to do it, we'd never get it 
upstairs. Then there was a store meet- 
ing for buyers every Monday, Wed- 
nesday and Friday, and that lasted 
until 10:30 or eleven. Then Miss Gates 
would handle the girls’ working sched- 
ules—days off, and such . . . then on top 
of that, she had to write orders for 
the new merchandise. Then, of course. 
there were always meetings with Mr. 
Himsl, the Merchandise Manager. And 
Miss Gates had a few personals who 
wouldn’t let anyone else wait on them. 
so she was on the floor quite a bit of 
the time. 


And Miss Culbertson, as assistant 
buyer, what were your duties? 


I did most of the inventory work and 
wrote fill-in orders. But most of the 
time I was on the floor selling. It 
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P. ATTORNEY 


VIOLA 
P. ATTORNEY 


Ld. ATTORNEY 


D. ATTORNEY 


VIOLA 


D. ATTORNEY: 


VIOLA 


Trial of a Corset Salesman 


(continued) 


seemed that we were always  short- 
handed, and whenever business was 
slow we told our extras not to come 
in and then I had to be on the floor 
all of the time. 


Then Miss Culbertson, Miss Gates’ 


ai ee 


her assistant, one who came in daily 


working day was a busy one. 


contact with her, intimately aware of 
her problems and duties, would you 
say that Miss Gates did a good job? 


I would 
Your witness. 


Miss Culbertson, do you know the de- 
fendant, Andrew Hansen? 

Why yes 
Andy. 


why everybody knows 


Did vou see Mr. Hansen often? 


Oh yes, Mr. Hansen called on our de- 
partment more than any of the sales- 
men 


Did he conduct himself with dignity 
. in general, was he a gentleman? 


All the girls loved Andy. He always 
had a smile on his face—usually had 


D. ATTORNEY: 


VIOLA: 


D. ATTORNEY: 


JUDGE: 


P. ATTORNEY: 


JUDGE: 


P. ATTORNEY: 


BAILIFF: 


GATES: 


BAILIFF: 


P. ATTORNEY: 


GATES: 


P. ATTORNEY: 


GATES: 


P. ATTORNEY: 


GATES: 


P. ATTORNEY: 


a cute story . especially the one 
about the Midget Bikini salesman . . . 
he even brought us candy on our birth- 
days. Oh we loved to see Andy come 
in. 


Then in relation to other salesmen call- 
ing on the department, did Mr. Hansen 
appear helpful and willing in his work? 


Yes sir, he did. 
No further questions. 


If the attorney for the plaintiff has no 
further questions, this witness may he 
excused. 


No more questions at this time, your 
honor. 


You may step down. 
(EXIT—Viola) 


I call as my next witness, Miss Helen 
Gates. 


Helen Gates to the stand. (Waits until 
she reaches stand.) Raise your right 
hand. Do you swear to tell the truth, 
the whole truth and nothing but the 
truth, so help you God? 


I do. 
Be seated. 
Please state your name and occupation. 


Helen M. Gates. Former buyer of foun- 
dations at Dennison & Hammerhill De- 
partment Store. 


Miss Gates, what was your business 
relationship with the defendant? 


I liked Mr. Hansen very much. My 
salesgirls did too. Quite often he would 
call on a long day when we were short- 
handed and ask me to work, and I 
usually did . . . he even called on the 
department several times on my day 
off. I told him half a dozen times not 
to call on Tuesdays, that was the time 
I took off—but he never seemed to be 
able to remember that. But he was the 
type of man I couldn't stay mad at 


long. 


Miss Gates, who was your biggest re- 
source? 


Perma.Lift, Mr. Hansen’s line. 
During the two years you were buy er, 


did Mr. Hansen ever show you a record 
of your performance? 


HIS WITNESS—Ann Lee (Chicago sales representative of A. 
Stein & Co.) helps prove point for “prosecuting attorney,” 
Norman Kaplan, before “Judge” Joseph Sachs (v-p and 
general sales manager) in “live” sales training program. 


GATES: He did not—he did show me a little 
white book he had with the record of 


the dollar amount I had purchased, 
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“T hey tear into this city like 
a hungry kid going after a 
birthday cake. And then they 
start all over again. Maybe 
that’s why New York stays 
so young. It’s always doing. 


never done.” 


“ 
New York is a steam shovel’s 


gulp on the lower East Side 
... the “gulp” of a tourist in 
Times Square. This year, 
6,450,000 sq. ft. of new office 
space will be available for 
rent..: 14,000,000 tourists 
will visit New York. An 
always growing, always 
changing market. But this 
remains constant: The New 
York Times sells New York 
with the most advertising. It 
serves New York with the 


most news. New York is The 
New York Times. 


but I never knew if I was actually 
selling more or just buying more. 


With this apparent lack of cooperation 
on the part of Mr. Hansen, why did 
you continue to allow Perma.Lift to be 
your biggest line? 


I was in the process of changing that 
when I was told that my services were 
no longer needed. You see, the buyer 
before me in the department had 
worked up an excellent volume on 
Perma.Lift. With the assistance of Mr. 
Hansen’s predecessor, Hammerhill’s be- 
came known as a Perma.Lift store. As it 
happened, Mr. Rambar, the previous 
Perma.Lift salesman, and Mrs. Simp- 
son, the former buyer, retired at the 
same time. When I saw that the help 
I needed was not forthcoming from 
Mr. Hansen, I decided to concentrate 
on other lines, but these things take 
time and time ran out on me. 


Certainly you must have had some as- 
sistance from Mr. Hansen. 


Yes, I had assistance, but not the type 
I needed. Mr. Hansen always showed 
me new things, promotions, etc. He 
always referred to an item as a basic 
number, but he never set up a basic 
stock list. . . . I rarely had enough of 
the fast sellers and always had too 
much of the slow movers. 


Miss Gates, would you have retained 
your job as buyer if you had received 
more help from Hansen? 

Objection. The witness can only spec- 
ulate whether or not she would have 


been retained. 


Sustained. The plaintiff's attorney 
will re-phrase the question. 

Miss Gates, was the previous buyer at 
Hammerhill’s considered successful by 
the store management? 


She was! In fact, Mr. Himsl told me 
that if I was half as successful as she 
was, I would be doing a good job. 


Were her duties relatively the same as 
yours were? 


They were. 


Then the prime difference between 
your tenure as buyer is that she worked 
with John Rambar and you with An- 
drew Hansen? 


Yes. 
No further questions, your witness. 


Miss Gates, what was the official title 


GATES: 


D. ATTORNEY: 


GATES: 


D. ATTORNEY: 


GATES: 


D. ATTORNEY: 


GATEs: 


D. ATTORNEY: 


JUDGE: 


P. ATTORNEY: 


JUuDGF: 


D. ATTORNEY: 


BAILIFF: 


HANSEN: 


D. ATTORNEY: 


HANSEN: 


JUDGE: 


HANSEN: 


D. ATTORNEY: 


HANSEN: 


P. ATTORNEY: 


JUDGE: 


of your position at Hammerhill’s? 
Buyer of Corsets. 


Then your prime responsibility was to 
be exposed to merchandise and to de- 
cide whether or not to purchase it. 


Yes. 


Did Mr. Hansen expose you to his 
merchandise? 


Yes. 

Did he show you his merchandise reg- 
ularly and in seemingly good faith? 
Yes. 

No further questions. 

You may step down. 


(EXIT—Gates) 


Your Honor, the plaintiff rests her case. 


Is the defense attorney ready to pro- 
ceed? 


Yes, Your Honor, and I call to the 
stand Andrew Hansen. 


(Hansen takes the stand.) 


Raise your right hand. Do you swear 
to tell the truth, the whole truth and 
nothing but the truth, so help you 
God? 


I do. 
Please state your name and occupation. 


I guess I'm the guy all this schmear is 
about. 


Mr. Hansen, this is a court of law. 
There are rules which govern these 
proceedings. Please answer the ques- 
tions directly and refrain from offering 
your impressions. 


Yes sir. My name is Andrew Hansen 
and I’m a Perma.Lift-Magicool repre- 
sentative for A. Stein & Company, Inc., 
an Illinois corporation, another fine 
product of Kayser-Roth. 


Now, Mr. Hansen, about World War 
II. 


They're not blaming me for that one, 
are they? 


Objection. This is a legal proceeding 
. . . this witness is obviously attempt- 
ing to make a farce of this trial. 


Sustained. Mr. Hansen, I don’t intend 
to warm you again. Another such dis- 
play and the court will cite you for 
contempt. (turn page) 
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Introducing the fleet 1962 Valiant— 
the compact nobody beats for value! 


Proof? Plenty! When Valiant’s on the go, it just has to 
save you dough. Take Valiant’s standard Economy Six 
inclined engine, for example. One just like it scored 
26.13 mpg in the 1961 Mobilgas Economy Run. 


And speaking of run, this nickel-nursing Six will really 
go, if you say so. To match Valiant’s performance in 
most other compacts at Valiant’s low asking price you'd 
have to pay extra for an optional engine. Ask any travel- 
ing man—that’s the kind of performance made for the 
man who has to drive 500 miles from daybreak to dark! 


What's more, Valiant this year invites you to drive 
32,000 miles between lubes on major chassis points! 
And you need change oil only half as often this year. 
Savings like that make any fleet buyer look good when 


carbon copies of the monthly cost accounting sheets 
start circulating. You know who gets the original! 


So check initial cost. Consider lower insurance rates, 
reduced maintenance costs and more miles per gallon. 
Now look up Valiant’s exceptionally high resale value. 
See why so many former full-size car fleet buyers are 
switching to Valiant these days? Maybe a smart move 
for you, too. Why not look into it... you know where... 
call your Plymouth-Valiant dealer. He’d welcome the 
opportunity of showing you this great car! 


62 Valiant 


Quality-engineered by Chrysler Corporation 
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ATTORNEY 


L.NSEN 


ATTORNE) 


HANSEN 


'D) 


ATTORNEY 


HANSEN 


D 


ATTORNEY 


ATTORNEY 


I'm sorry, your Honor, but it just seems 
like I'm being blamed for everything 
but Lucky Strike Green going to war. 


Mr. Hansen, your attorney will defend 
you against the charges. Now let's 
proceed 

Mr. Hansen, how long did you serve in 
the armed forces during World War II? 


Four vears. 


What branch of the service were you 


In and where did you serve? 


[ was in the Army Infantry in the Euro- 
pean theatre 


‘And you received a Purple Heart for 


wounds you sustained in action? 


Well, not exactly action I was he 
ing shot at by a trigger-happy GI who 
thought I was the enemy, and I got 


hung up on a barbed wire fence 
Were you hospitalized long? 


No. uh uh... 


pretty bad but nothing important was 
hurt 


. my bottom was torn up 


Are you married? 


HANSEN: 


D. ATTORNEY: 


HANSEN: 


D. ATTORNEY: 


HANSEN: 


D. ATTORNEY: 


HANSEN: 


D. ATTORNEY: 


HANSEN: 


D. ATTORNEY: 


HANSEN: 


Yes sir, and I have two children. 


How long have you been employed by 
A. Stein & Company, Inc.? 


I've been working for them for about 
nine years. 

And before that? 

I was with another corset manufacturer 
in the same capacity. 

So you have had many years experi- 
ence dealing with 
many exactly? 


retailers. How 


Thirteen years altogether, sir. 


In all the years of dealing with retail 
outlets, have you experienced great loss 
in your volume? 


No sir, 've had my ups and downs, 
but I've been able to stay ahead of the 
game. 


Aside from the normal turnover, had 
vou lost many accounts? 


No sir, I believe that most of my ac- 
counts like me and are loyal to our 
products. 


(continued on page 101) 


Together ..-to reinforce your schedule— 


an attitude or opinion concerhing your product becomes 
stronger when it is formed, or confirmed through 


personal associations. Ideas can win greater acceptance 
when they are presented to all members of 
a group, simultaneously. 


There is a definite way your advertising in Together 


reinforces your entire schedule—to learn how 


you Can project your product story, write 
or call Together today. 


740 RUSH STREET. 
CHICAGO 11, iit. 
The mdmoath magazine for Method: st Fam 


REINFORCEMENT 
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PROBLEM: How to specify moisture protection for your product without 
being an expert on packaging papers or coatings 


SOLUTION: With International Paper’s new “Levels of Protection” you 
buy precisely the packaging protection you need and no more 


Yow, with its “Levels of Protection,” 
N International Paper cuts through 
the confusion resulting from the many 
different types of moisture-barrier pa- 
pers available today. 

The “Levels of Protection” system 
provides the first effective yardstick for 
comparing one moisture-barrier paper 
with another. This means you don’t have 
to be an expert on papers, coatings and 
weights to get the best packaging tor 
your money. 


This new rating system evaluates all 
our moisture-barrier papers—regardless 
ot type or weight of coating—against a 
scientifically graduated scale of levels 
of protection. Knowing what product 
you package, we can quickly recom- 
mend the most effective level of protec- 
tion for that product. 

But this rating system has another 
dimension. Since we can supply a num- 
ber of different types of moisture-bar- 
riers for any given level of protection, 


we can offer you the one barrier that 
most economically furnishes the level of 
protection you require for your product. 

This new system is another example 
of the complete packaging service of- 
fered you by International Paper. Serv- 
ice which includes a complete range of 
paper packaging and paper packaging 
materials, skilled packaging engineers, 
printing and design service. 

For full details, call any of our sales 
offices or write us direct. 


INTERNATIONAL PAPER 


NEW YORK 17, N.Y 


of magazine sales through retailers* 


CURRENT AVERAGE MONTHLY PROFIT 
PROFIT RANK PUBLICATION FREQUENCY COVER PRICE TO DEALERS 


TY GUIDE 16 $710,249.33 


SATURDAY EVENING POST 180,035.66 


EVERYWOMAN’'S FAMILY CIRCLE 144,886.63 


LIFE 140,232.73 


READER'S DIGEST 132,725.88 


WOMAN'S DAY 129,359.85 


LADIES’ HOME JOURNAL 123,637.43 


McCALL'S 117,961.13 


PLAYBOY 116,347.92 


REDBOOK MAGAZINE 80,263.26 


LOOK 71,200.45 


TIME 70,435.71 


GOOD HOUSEKEEPING 68,266.38 


SEVENTEEN 63,254.10 


TRUE 61,822.45 


*Figures based on publishers’ statements to Audit Bureau of Circulation, first six months of 1961. 


With the largest total circulation of all weeklies, TV GUIDE also tops the league in voluntary, full-price single- 
copy sales, prime index of editorial vigor. And its young marrieds (18-34) primary audience heads the standings 
too. TV GUIDE is one of the few major magazines which have moved up in both circulation and advertising every 
year since they started. The TV GUIDE boom has a solid base. Batter up! Best-Selling Weekly Magazine in America 


tStarch 1961 Consumer Magazine Report. 


How to Keep 


The Controller 
Off Your Back 


The budget boss is in a strategic position — 
and has some sharp new product cost- 
accounting tools—to tell the sales executive 
how to run his show. If marketing doesn’t 
determine its most profitable product mix, 


then the controller will do the job. 


During the past recession many a 
company controller became a key ex- 
ecutive in his company. He also 
emerged from the profit squeeze as 
a new force for the marketer to 
reckon with. 

The keeper of the company bank- 
roll proved to cost-conscious top 
management that he was the man 
to worry about expenses and _ profits. 
He maneuvered into strategic posi- 
tion to tell the marketing chief how 
much he could spend, where to shave 
costs, how much he must produce, 
even what products he could sell—all 
aimed at improving the company’s 
return on assets committed. 

In short, the marketing executive is 
riding a see-saw with his controller. 


°Mr. Barry is a management consultant 
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By JOHN W. BARRY* 


But over the past couple of years in 
many companies, the controller has 
been the one going up—and the mar- 
keting man down. 

Even though sales are now im- 
proving in most industries, there is 
abundant evidence that the profit 
squeeze will long be with us. Con- 
trollers who were calling many of 
the shots in 1960 may continue call- 
ing a lot of them for the foreseeable 
future. 


> For the sales and marketing ex- 
ecutive, the message is clear: keep 
the controller off your back; get him 
to work with you and not against 
you. Otherwise, you will wind up 
handling the marketing function the 
way the budget boss wants it done. 

In pre-marketing-concept days, 
over-all company profit responsibility 
was largely a presidential function. 


Other responsibilities were carefully 
subdivided, and the budgeting system 
was usually set up with five main 
targets: 

1. Over-all profit target—a _presi- 
dential responsibility. 

2. Sales target—sales manager's re- 
sponsibility. 

3. Manufacturing target—manufac- 
turing manager's responsibility. 

4, Financial target—treasurer’s re- 
sponsibility 


5. The 


director's responsibility. 


project _target—technical 


Marketing was not a unified re- 
sponsibility. Advertising was at times 
headed by someone outside the sales 
department; product-planning was a 
function of engineering or manu- 
facturing; pricing decisions were not 


53 


often made or shared bv the sales 
manager 

Today, of course, many companies 
have unified all marketing respon- 
sibilities and put them in the hands 
of the chief sales or marketing ex- 
ecutive. But many of these same ex- 
ecutives are not aware that this trend 
has been accompanied by a con- 
current sharpening of the techniques 
of product cost-accounting 


Pm It may be only a question of time 
before the finance function—aware 
of its own increased status as well 
as marketing’s wider, more unified 
responsibilities — begins to use _ its 
modern methods of score-keeping to 
put the marketer’s back to the wall 
Then the budget boss can question 
whether or not the marketing chief is 
shouldering—or should be trusted with 
his enlarged profit responsibilities. 
Specifically, it is predicted that the 
scorekeepers will begin talking about 
selling a more profitable product mix. 
They will start asking questions in 
the corner office about who, organ- 
izationally, is in the better position 
to do something constructive about it 
The marketing manager who is on 
his toes will want to beat the score- 
keeper to it and initiate action on 
his own. 
An excellent example of what 
marketing can do is provided bv 


Fitchburg Paper Co. About six vears 
ago its marketing executives noted 
the unsatisfactory profit margins of 
some product lines and persuaded 
top management to take two simul- 
taneous courses of action. 

First an extensive research and 
development program was set up, 
nearly trebling previous spending. 
Second, low-profit items were coura- 
geously cut from the product lines. 

It was two or three years before 
new products, sparked by profit in- 
centives, completely filled the plant 
capacity idled by this surgery. Four 
vears, later, however, net earnings 
were running at nearly triple the 1955 
rate, and dollar sales were up sub- 
stantially. Fitchburg has continued 
its emphasis on developing and push- 
ing profitable specialties and is in 
flourishing condition today. It has 
radically altered the profitability of its 
product mix. 

Marketing can do likewise in al- 
most any company. Look at the tools 
the sales or marketing chief can 
utilize to gain the most profitable 
mix: 
® Marketing Research — Through it 
he can determine the most profitable 
and attractive markets to enter. He 
can evaluate his own products against 
those market opportunities; and de- 
termine specifically what improve- 
ments, what new products and what 


Marginal income accounting 


profit performance. 


How Controllers Keep Score on Marketing 


Newer and sharper tools now being used in product cost- 


accounting are increasingly putting the profitability monkey on 
the marketing manager’s back. 


The controller’s new arsenal of score-keeping tools can be used 
to help determine the most profitable product mix. His techniques 
show how the marketing chief can, at least in theory, attain 
higher profits without increasing dollar volume by shifting the 
sales emphasis from one product to another. 

One of the controller's more important techniques is marginal 
income accounting, or direct costing. This concept is closely asso- 
ciated with the break-even approach to profit planning. It is the 
difference between the total of variable costs and the selling 
price; both fixed costs and profits must come out of it. 

Marginal income accounting usually shows fixed and variable 
costs separately for each product. Only variable (direct) costs 
are assigned to products; fixed costs—which are properly a charge 
against the business as a whole—are not translated to products. 
spotlights the well-known fact 
that it is not the ratio of profit to sales that counts, but the 
percentage profit combined with turnover which makes good 


improved selling techniques are 
needed to win a better market posi- 
tion. He can follow this same pro- 
cedure to flesh up the theoretical, 
ideal product mix developed by his 
controller. 


e Product Planning—With his market 
research facilities as well as his con- 
siderable influence in research and 
development, the marketing chief 
should be the man mainly responsible 
for developing new and more profit- 
able products. It is not only logical 
but becoming generally accepted in 
practice that he is the man to do the 


job. 


e Pricing—Once the products are de- 
veloped, he has even more direct 
responsibility for pricing and selling 
them. If he is given considerable 
latitude, he can set prices for op- 
timum volume on those products with 
both good market potential and at- 
tractive profit margin, and thus gain 
a better return on assets. For example, 
a lawn-mower maker priced one of its 
models at a level designed not for 
large unit profits but for volume sales; 
and cheerfully “swapped dollars” on 
it until sales reached a_ profitable 
volume level. 


e Advertising—The sales or marketing 
executive is in ideal position to plan 
advertising strategy and emphasize 
those products offering opportunities 
for maximum profit. 


e Sales Incentives—With a modern 
incentive and compensation plan, the 
sales chief can at any time vary his 
incentives to exert more leverage in 
favor of a more profitable growth 
product. Several chemical firms have 
incentive plans where, by re-classify- 
ing a given product on a profitability 
basis, its sales pay higher bonuses to 
the sales force. 


e Sales Training—The sales manager 
can emphasize any product he pleases 
in his training programs. For ex- 
ample, a well-known rubber manu- 
facturer substantially increased profits 
by concentrating sales training on 
products with attractive sales and 
profit potential. 


e Inventory Management and Cus- 
tomer Service—These are also areas 
where the marketer has the potent 
voice. A valve maker, for example, 
was able to increase profits by im- 
proving deliveries and parts service on 
a wide-margin growth product. 
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Bell z Howell engineering creates the most 
revolutionary 16mm sound projector in 25 years... 
different from tp tobpttom...inside and out! 


V's LIGHTER: 
IT’S BRIGHTER! 
IT’S EASIER sg USE! 


THIS IS 

THE NEW 
FILMOSOUND 
SPECIALIST! 


20% LIGHTER than any other major audio visual pro- 


jector. It weighs only 29 Ibs.! It is the first projector with a magne- 
sium die-cast unitized frame —lighter ... stronger... extra tough! 
It’s easy to take along wherever it’s needed. Your salesmen can pre- 
sent your film to more prospects. You'll get the added punch of 
professionally perfect sight and sound ... as well as assurance that 


the customer gets all the facts ... in the order that will make the 
most sales! 


34% BRIGHTER than the average 16mm projector! 


The new Proximity Reflector Lamp and new f/1.4 Super Proval Lens 
give sharper images and more brilliant colors ... a picture with 
punch for the biggest meeting or convention halls — even in undark- 
ened offices or training rooms. And you can interchange 750, 1000 


and 1200 watt bulbs and still get more light with each. 


sei controls ever put on a 16mm sound projector. It sets up 


from closed case to projected picture in a little more than a minute. 
Rewinding is fast and simple. You don’t change reels. An automatic 
lower loop restorer keeps the film moving smoothly and quietly with- 
out interruptions. Your salesman is free to do his primary job... 
make the sale. His film presentation doesn’t detract from attention, 


it focuses attention on your product! 
The cool heads in business never forget the goal is profit. 
That’s why more and more businesses are investigating, 
and investing in, a solid audio visual program. 16mm film 
provides a faster, more efficient presentation for sales, 
job orientation, training, time and motion studies, product 
comparisons and countless other specialized jobs. And 
this new FILMOSOUND SPECIALIST makes 16mm film 
even more practical than before! It will go more places 
and do a better job under more conditions than any other 
projector in the world! 


©OCCCCCCCCHCHCESCHCHEOHEEHEHEEEEEEEEE 
CLIP THIS COUPON AND MAIL TODAY! 


BELL & HOWELL COMPANY, Dept. SM-10-A 
7100 McCormick Road, Chicago 45, Illinois 


| am interested in starting or expanding our audio 
visual program and would welcome general infor- 
mation on the subject. 


O | am interested in the FILMOSOUND SPECIALIST 
for our audio visual program. Please send me 
more information. 


NAME__ 


Ws... 


FIRM 
ADDRESS 


‘ SCOHOOHSOSHSESEOEESOEEOSEEEOOEEE®E 
> 8 el t S&S eH owel i FINER PRODUCTS Watch for “Bell & Howell Close-Up!” Informative . . . Provocative. 


THROUGH IMAGINATION ABC-TV Network, Oct. 31, Nov. 14, 23, 28, Dec. 5, 10 and 13. 
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18 Check-Points 


For Sales Trainers 


Every time a weak salesman shows up in the field, the pressure on sales 


trainers goes up. It simply costs too much to replace a man who should 


have been built up (or washed out) in the training process. 


Many companies go all out today in the careful preparation of their 


training programs. But others may just miss without the planners knowing 


—until too late—where they missed. The following checklist is intended 


as a reminder on some proved techniques that are too often overlooked. 


| Plan the training schedule well in 

advance to cover all your subject 
material. Even rest-periods and lunch- 
eons should not be left to last-minute 


decisions 


Get as many “instructors” as 

are qualified on their respective 
subjects to provide a change of tempo 
and delivery. No matter how knowl- 
edgeable and forceful a speaker the 
product sales manager is, one voice 
and manner can bec ome tiresome and 


annoying 


3 Announce at the outset that a 

* written test or sales “games” 
will take place at the end of the ses- 
sions. This will assure full attention 
and the taking of adequate notes by 
plavers.” 


A. Explain fully what the product 

is, what it will do and what it 
can't do. Factory representatives and 
district managers still find supposedly 
trained men who do not know the 
rating, capacity or limitation of the 
produc t 


By GEORGE MACKSOUD 


=. Show how to put on a smooth 

demonstration. Let each man 
practice with the product until there 
is no jamming or clumsiness. 


6 Take the men into the factory 

* and show them how to take the 
product apart and put it together. Tell 
them which wearable parts might need 
replacing and what else can go wrong. 
Be sure they know the name and parts 
number of each replaceable part. It 
will save time and customer esteem if 
the salesman can fix the product where 
it is, instead of shipping the whole 
unit back to the factory. 


4 Give competition its due. Ex- 
7. . 

plain each feature and then let 
the salesmen think of the selling ad- 
vantages of your product. Pick up 
whatever points they miss and ham- 
mer them home 


3B Explain the purpose and proper 

* use of each printed piece, flip 
chart and visual aid. Give each one 
out only after it has been explained. 
Handing out a whole sheaf of litera- 


ture all at once may just insure that 
most of it will be stowed in back of 
the car. Make the men earn each piece 
as “prized ammunition” as they are 
ready for it. 


9 If customers may need “spe- 

cials,” teach the men how to 
estimate and quote on them. Review 
the files on recent specials and be sure 
the men become familiar with the 
details, cost and applications. 


10. Teach the men how to sell the 

product. It would be wise not 
to assume a competence in selling 
based upon past sales records. Your 
product may need a different tech- 
nique anyway. If the instructor you 
have in mind is a personal “star” but 
weak on teaching, it would be best to 
change him before the men begin 
thinking that his stvle is not suited 
for them. 


ll. Put special emphasis on the 

close. Since this is one of the 
most prevalent weak points, the train- 
er might give it more time. Another 
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THE : & 
COMPLETE | 
Sams NEWS ~ IN DEPTH i 


Biggest Value for 1962 


Highest quality at lowest cost 


Lowest per thousand cost Lowest page cost 


-usvenr” 50.60 .......$ 6,720 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 1,200,000 net paid circulation 


For the full and documented facts on current advertising values, call or write our advertising offices 
at 45 Rockefeller Plaza, New York 20, N, Y. Other advertising offices in Boston, Philadelphia, Pittsburgh, 
Cleveland, Detroit, Chicago, St. Louis; Los Angeles, San Francisco, Washington and London. 
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troublesome point in selling is the 
recognition and response to buying 
signals — neither backing away from 
them nor swooping in too quickly for 


the “kill.” 


| Explain the development of 
~ nee 

territories: how to get deeper 
penetration in selling, cultivating radi- 
ation sales, prospecting for new cus- 
tomers, and the loss implicit in the 
small account. More salesmen under- 


sell than oversell, not because it is 


easier to follow the line of least re- 
sistance but because they are afraid 
to test the customer's acceptance. 


i: Show how to keep proper sales 

* records and card files. The 
men should know at any given time 
when their volume is short or main- 
taining a satisfactory pace for the 
month, what orders are in process or 
shipped, who to call on each day and 
how many calls to make. A uniform 
system of record keeping would help. 


What 


can you do for 
your marginal 


salesman... 


(who takes your time...costs you money 
...and remains a problem?) 


ry sales executive has gone 
ougn the frustrating experience 
ng asalesman with good qual- 
who turns out to be a 
ducer. Sometimes you 
on the 10b in the hope 
somehow snap out of 
t. Or you fire him and hire another. 
[hus you compound your invest- 
ent with no assurance of solving 
your problems. 
one good answer to this 
and for the sales- 
him a way to 
ling abilt- 
The Dale Carnegie Sales 
Course can do this with men 
who have been stuffed with 


product and service infor- 


DALE CARNEGIE 


mation, inspired, cajoled and in- 
centived—yet can’t sell enough to 
carry their expense. We teach a 
man to have confidence in his sell- 
ing abilities, to organize his work, 
and be alert to every move of his 
prospect. We drill him over and 
over in ways to make more sales, 
with less effort, and at a higher 
profit per sale for you. 

Get full details of our training 
methods and case histories of the 
results we are producing for 541 
companies. 


Please address your inquiry to: 


DALE 
CARNEGIE 
SALES) COURSE 


Suite 115S, 15 West 46th Street, New York 36, N.Y 
Offered in S14 cities + ©1961, Dale Carnegie & Assoc., Inc 


Be sure they know how to interpret 
a commission statement. 


| a Explain and demonstrate the 

proper procedure in writing up 
an order. Make clear the nomencla- 
ture, stock parts numbers and descrip- 
tions. It will save time, money and 
awkward customer waits if the sales- 
man understands that the F-6X arm 
will fit only a Model 10 and not the 
Model 8 he ordered. 


15 Spell out the salesman’s au- 

* thority in the field. Many firms 
want their men to be as autonomous 
as possible, but if you require clear- 
ance with the home office on certain 
points of policy, be sure the men 
understand it. 


16 Have your “instructors” com- 

* pare notes at the end of each 
day. The question period is not the 
only means of telling whether an in- 
dividual salesman is “receiving” the 
instructor or just “reflecting” the sound 
waves; the observing instructor can 
tell when a salesman’s attention wan- 
ders or the lesson doesn’t seem to be 
finding its target. A consensus of in- 
structors gives you the chance to find 
out where a salesman is weak and 
whether he can be redeemed. If you 
have to face the fact that he somehow 
slipped through your screening, better 
to learn it now than after he has cost 
the company more money and lost 
selling opportunities. 


17 Brief salesmen on what type of 

* credit situations to avoid. 
While most companies do not want 
their salesmen to be credit men or 
collectors, they can teach their men 
that certain situations can be trouble- 
some both for the company and for 
the man. Caution may be advisable 
when a customer company of medium 
to small size has sustained a long 
strike, been consolidated with or ac- 
quired by another company, or altered 
its buying pattern to order more than 
is required for a reasonable produc- 
tion period. 


18. Give the written test or the 

sales “games” on the final day. 
The written test will give you the 
answer to how closely the men fol- 
lowed each day’s lessons and how 
pertinent their notes were. Among the 
test questions, you might include: 
“How would you handle a customer's 
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Was | surprised 


===) WESTERN UNION == 
This is a fast message DL = Day Letter 
unless its deferred char- 


NL=Night« Letter 
rene TELEGRAM en a 
proper symbol. = Letter Telegram 
W. P. MARSHALL, Pacsioent 


The filing time shown in the date line on domestic telegrams is LOCAL TIME at point of origin. Time of receipt is LOCAL TIME at point of destination 


BNWA224 DL PD WATERTOWN MASS 29 243PEDT 
WESTERN UNION 


ADVERTISING OR PUBLIC RELATIONS DEPT. NYK 


YOUR FULL=PAGE AD IN JULY 28 ISSUE TIME MAGAZINE 
STATING "TO BE SURE TO GET ACTION, SEND A TELEGRAM" 


PROMPTED ME TO WIRE A PROSPECT | HAD BEEN UNSUCCESSFUL 
IN REACHING EITHER IN PERSON OR BY PHONE. 


BOY, WAS | SURPRISED. GOT AN IMMEDIATE APPOINTMENT 
WHICH RESULTED IN MY SELLING HIM ONE MILLION DOLLAR 
LIFE CONTRACT UPON OUR MEETING FOR FIRST TIME. 


EDWIN R BRESLIN, GENL AGT 


FRANKLIN LIFE INSURANCE CO 
WATERTOWN MASS 


THE COMPANY WILL APPRECIATE SUGGESTIONS FROM ITS PATRONS CONCERNING ITS SERVICE 


Thanks, Mr. Breslin... but 
we re not surprised at the quick 
dramatic impact Telegrams make 


price ‘hedge’?” “On the attached order 
form, make up an order for ow prod 
ucts which will provide for the cus 
tomer’s requirements for three months 
in the following situation _ 


Che games, in which selected sales 
men will sell each other, will reveal 
iot only the closeness of their atten 
tion to the lessons but also their ability 
to think “on their feet” and thei: 
selling manner with customers 

Some companies that have given 
ests or “games” at the end of the 
training period have awarded mei 
chandise prizes to the winners. Un 
juestionably, the prizes inject mor 
enthusiasm and keene competition 


No single judge should determin 


the winners; he would be tempted to Personality 10 
give favorable weighting to those Presentation 10 
answers or performances which come Handling buying “signals” 10 
closest to his own concepts. The en -——- 
tire staff of instructors should judge. 100% 
There are as many styles of selling Some trainers include with “prod- 
as there are differences in men’s char- uct knowledge” the demonstration 
acters and personalities. That quiet and shop repair and replacement 
salesman may produce a bigger and facility. Others separate these weigh- 
more satisfactory sales volume than ings. Depending upon the nature of 
the highly personable man with the the product or service, the method 
easy fluency. of selling and the unit of sale, some 
The following point system has companies give importance to “ad- 
proved its effectiveness in the judg- ministrative ability.” Jot down all the 
ing of winners of tests or “games”: factors vou think contribute to suc- 
Product knowledg: 25% cessful selling of vour product; then 
Closing 90 weigh them in the order of importance 
Selling technique 15 indicated by vour own table of ex- 
Resourcefulness 10 perience. e 
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N SAN DIEGO 


With a total net effective buying income of more than $2 billion last year, San Diego County ranked 
13th among the nation’s 200 leading counties in this category. Note these comparative totals: 


SAN DIEGO, CALIFORNIA. . . . . . . . . . 2. we ee ee) «$2,454,580,000 
SAN FRANCISCO, CALIFORNIA. . . . . . . .. . . . .) .) .) .)»«$2,401,671,000 


cttheneuins Redectemy lll lll 
HAMILTON (CINCINNATI), OHIO. . . . . . . ww ee. ) «$1,926,360,000 


Two metropolitan newspapers sell the important San Diego market: The San Diego Union and 
Evening Tribune. Combined daily circulation is 226,437 (ABC 3/31/61). 


Che San Diego Union | FVENING TRIBUNE 


liy Copley Newspapers: 15 Hometown Daily Newspapers 
we (\) covering San Diego, California — Greater Los —— 

“THE RING OF TRUTH” Springfield, Illinois — and Northern Illinois. Served by the 
——— te ews papens Copley Washington Bureau and the Copley News Service. 
REPRESENTED NATIONALLY BY NELSON ROBERTS & ASSOCIATES, INC. 
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United Van Lines’ 


SAFE-GUARD™ 


7 


mokes ‘FRAGILE | stickou 


CROSS AST Se ee re ee ee ee ee oe a 


UNNECESSARY 


“HANDLE WITH CARE” reminders are never needed on United 
SAFE-GUARD shipments. The United Agent takes special pride in pro- 
tecting every article entrusted to him. His Sanitized* vans, custom- 
equipped with cushion-soft padding and manned by well-trained crews, 
turn this pride into practical advantages for you. 


When you’re planning to move exhibits, electronic devices, office 
equipment or machines—any fragile, high-value commodity—get the 
safety, convenience and personalized care that only SAFE-GUARD Mov- 
ing Service provides. Call your United Agent today! He’s listed under 
“MOVERS” in the Yellow Pages. 


United Van Lines 


MOVING WITH CARE EVERYWHERE® 


INTERNATIONAL HEADQUARTERS e ST. LOUIS 17, MO. 
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TIME IS THE SHAPE OF THE 
GASOLINE MARKET. of America’s 
3,078 counties, fewer than 4% account 
for 44% of all retail gasoline sales. In these 
prime counties, TIME concentrates 59% 
of its circulation—-more than any other 
magazine of over half a million. TIME fam- 
ilies help make these few counties the top 
market for gasoline. 93% own cars. 34% 
own two or more. There are 143 cars per 
100 TIME car-owning families. And they 
run up 43% more yearly mileage than 
the U.S. average 


TIME IS THE SHAPE OF THE 
MONEY MARKET. Almost all of 
America’s finance, real estate and insur- 
ance activity (73.1%) is concentrated in 
just 100 of the nation’s counties. In these 
dynamic dollar centers, TIME concen- 
trates more of its circulation (58.2%) than 
does any other magazine of over half a 
million. Financial analysts vote TIME the 
most important magazine published in 
the U.S. today—and their own first choice. 
Financial advertisers invest more in TIME 
than in any other magazine. 


TIME is THE SHAPE OF THI 
MARKET FOR SCOTCH. Just 5 


metropolitan areas ring up a high-proo 
76.6% of all Scotch case sales. In thes: 
top-buying counties TIME concentrate 
58.5% of its circulation—more than an 
other magazine of over half a million. TIMI 
families entertain some seven and a hal 
million guests at home each week: thei 
home entertaining bills run to $884 mil 
lion a year. 


(5/10/61) and “Survey of Industrial Buying Power’ (7/10/59) 
eports. TIME (2/17/61) + Holiday (March 1957) « Life 
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TIME IS THE SHAPE OF THE 
MARKET FOR OFFICE EQUIP- 


MENT. More than 67% of America’s of- 
ice equipment sales are made in just 100 
»f the nation's counties. In these top 
sounties, TIME concentrates more of its 
circulation (59.2%) than does any other 
nagazine of over half a million. Not sur- 
rising. TIME, too, is essential equipment 
or the man who wants the facts and fig- 
ires. Presidents of U.S. corporations vote 
TIME the most important magazine pub- 
ished in the U.S. today—and their own 
irst choice. 


TIME IS THE SHAPE OF THE 
MARKET FOR DRUGSTORE PROD- 


UCTS. in the 100 counties where 54.5% 
of all U.S. drugstore sales are made, TIME 
concentrates more of its circulation 
(59.5%) than does any other magazine of 
over half a million. TIME’s 2,550,000 busy, 
prosperous, trend-setting families buy 
more of everything—from tobacco to toi- 
letries. 


TIME Is THE SHAPE OF 
AMERICA’S TOP MARKETS. In 
the prime markets for virtually 
every product and service, TIME 
concentrates more of its circula- 
tion than does any other majormag- 
azine. The communities that buy 
most are made up of the kind of 
people TIME attracts. For TIME’s 
2,550,000 families are well edu- 
cated (78% of TIME subscribers 
have been tocollege)...successful 
(53% of TIME family heads hold 
managerial or professional posi- 
tions) . . . well off (their average 
income is over $12,000)... with 
wide interests and broad influence. 
They are the country’s key cus- 
tomers. And wherever they are 
concentrated, TIME goes straight 
to them... effectively, efficiently, 
every week. 


Important Advertising be- 
longs in TIME—America’s 
Most Important Magazine 


TIME 


Illustrated (2/13/61) « U. 
Reader’s Digest (April 1959) - 


S. News & World Report (3/28/58) - 
Newsweek (3/23/59) «+ Look (3/15/60) - 


Esquire (February 1957) + 


Saturday Evening.Post (3/14/59). 
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Next time you plan a special 
promotion, remember this: Parade 
tells your story to 10 million 
families in areas covered by 
sixty-five leading newspapers 

— the Sunday before your pro- 
motion starts. That's more 

in just one day than any issue 

of any other magazine can 

do in a full month. 


PARADE 


The Sunday Magazine 
section of strong 
newspapers throughout 
the nation, reaching ten 
nillion homes every week 


Congress Could Increase 


High Costs of Distribution 


National Assn. of Manufacturers warns that proposed Federal legislation 


could seriously hamper manufacturers’ sales and distribution efforts. 


As if sales and distribution costs 
are not already high enough, they 
could be boosted still higher if certain 
proposed marketing legislation is 
passed by Congress next year. This 
is the warning that is now being 
sounded by the National Assn. of 
Manufacturers. 

In a coldly critical analysis, the 
NAM cites several bills—all hardy 
perennials on the Washington scene— 
that, if enacted, could not only in- 
crease distribution costs but also con- 
siderably hamper the marketing ef- 
forts of manufacturers. 

Experienced observers generally 
agree that the anti-manufacturer 
sentiment in Washington is possibly 
strong enough to gain passage of at 
least one of the bills next year. The 
bills that are being opposed by NAM 
would: 


e Prevent dual distribution—that 
is, prohibit producers from operating 
at retail when they also sell at whole- 
sale. 

e Prohibit manufacturers from sell- 
ing goods in one part of the country 
at prices lower than in another market 
area; or from selling at “unreasonably 
low prices.” 


e Require manufacturers to grant 
more favorable discounts to whole- 
salers than to retailers, chain stores, 
institutional buyers and other large- 
volume purchasers. 


@ Prohibit manufacturers from sell- 
ing through their own outlets at prices 
lower than those established by an 
independent retailer. 


These bills are analyzed by the 
NAM in a special research study, 
“Dual Distribution and Allied Prob- 
lems of Manufacturer-Dealer Rela- 
tions.” The study delves into many 
of the ramifications of marketing 
practices and points out that the need 


for greater marketing effectiveness 
largely dictates the selective use of 
distribution channels. 

Despite the trend away from the 
traditional manufacturer-wholesaler- 
retailer system, the study contends 
that the lot of the wholesaler has 
not suffered materially. The evidence 
presented by NAM_ indicates that 
wholesalers, as a group, generally 
have grown at about the same rate 
as the rest of the economy. 

One of the principal reasons for 
introduction of dual distribution, the 
study says, was the urgency of acquir- 
ing adequate distribution in kev 
markets. “When experienced dealers 
were not available the manufacturers 
were forced to open their own retail 
outlets which, of course, competed 
with the independent dealers of other 
manufacturers,” the study explains. 

There is little proof to support the 
charge of some dealers that dual dis- 
tribution led to the “capturing” of 
their markets by manufacturers and 
injured competition, savs NAM. 


> NAM concludes: “It is essential 
that manufacturers obtain adequate 
representation in important markets, 
strive to maintain or increase their 
market shares, and conduct a con- 
tinuing effort to reduce distribution 
costs. 

“In the long run, the ways that 
these objectives will be achieved will 
be determined by consumer desires, 
and the preferences of manufacturers, 
wholesalers, or legislators will have 
little effect. 

“In the short run, however, it is of 
the essence that manufacturers be 
allowed freedom to innovate and 
experiment with new distribution 
methods and approaches in order to 
satisfy the growing demands of the 
economy and to reduce distribution 
costs.” @ 
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CONSTRUCTION EQUIPMENT. 
GETS EM AL! 


j 


COUNTIES " / é' / 
. \ WJ / LOGGING 
, | INDUSTRIALS / 
<" : a - : / 


UTILITIES 


\ 1 | 


BDioarawa Wawa — 


4 


We're proud we reach more contractor firms than any other monthly in our 
field. But only one-half of construction equipment sales comes from contrac- 
tors — and only CONSTRUCTION EQUIPMENT reaches ALL the categories of 
people who buy the other half. See above. 


And you get circulation quality in quantity with CONSTRUCTION EQUIPMENT 
— the men who are known to make the big buying decisions. Local equipment 
dealers hand-pick them, and actually pay for their subscriptions. You bow] 
all strikes when you advertise in CONSTRUCTION EQUIPMENT! 


Construction Equipment 


MAGAZINE 
A CONOVER-MAST PUBLICATION ¢ 205 EAST 42nd STREET, NEW YORK 17 
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Where would 


How’ HEFTI-HANDLER” trucks 
speed production—cut costs 


—— 


HEFTI-HANDLER INC. 


You are advertising to the all-industry market. Your 
campaign theme is 
application and use of your equipment. 


In which all-industry publication will these 
ads work best? 


There are three of them—all directed to “all industry”—primarily 
manufacturing. All are directed to individuals in “plant operat- 
ing” functions. But only one offers your advertising the powerful 
advantage of a compatible editorial climate that preconditions 
the readers for your application and use sales approach. 


Can you identify them from the brief description shown? Which 
one would you pick for your “applications and use” campaign? 
First read the descriptions of all three. 

Then lift tape at bottom of next page. 


EDITORIAL 


READERS 


EMPHASIS 
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you run this ad? 


PUBLICATION Ai? 


Management approach to plant 
operations on — personnel, 
methods and plant ideas on 
an administrative-management 
basis. 


A wide group of individuals who 
administrate operation of a 
plant. Those in personnel/cost/ 
production/inventory control 
as well as manufacturing and 
maintenance. Not necessarily 
high up in management but a 
broad base across administra- 
tive and operating manage- 
ment. 


Administrative type editorial 
reporting of plant and equip- 
ment trends, on a paperwork 
dollars and cents approach. 
Management editorial covering 
personnel, buildings and meth- 
ods areas, as opposed to em- 
phasis on engineering and 
technical equipment. More on 
ideas, trends and management 
techniques. 


PUBLICATION EB? 


Technical approach to plant 
operations on—equipment and 
facilities on a how-to-apply- 
and-use basis. 


A concentrated group of indi- 
viduals who direct the opera- 
tions of a plant. Those directly 
in charge of manufacturing 
and maintenance... with 
engineering and managerial 
responsibility over equipment, 
materials, methods and systems 
used throughout the plant. 


Applications engineering type 
editorial reporting on applying 
and using equipment, mate- 
rials, methods and engineered 
systems in operation and main- 
tenance of a manufacturing 
plant. More engineered systems 
editorial incorporating related 
equipment and products as 
opposed to straight product 
reporting. 


PUBLICATION C? 


Technical approach to plant 
operations on — structures and 
facilities on a how-to-install- 
and-maintain basis. 


A narrow group of individuals 
who assist in the operations of 
a plant, Those in engineering 
of buildings, yards, facilities, 
housekeeping, maintenance. 
Not necessarily in application- 
and-use engineering, such as 
manufacturing production, in- 
dustrial engineering or plant 
operating management. 


Facilities engineering type edi- 
torial reporting primarily on 
construction, installation and 
maintenance of — buildings — 
services — equipment — in that 
order of importance. More prod- 
uct type editorial reporting as ~ 
opposed to materials, equip- 
ment, methods and systems 
engineered for use in all opera- 
tions of the plant. 


NEW [= =} PACKAGE 
BOOSTS SALES 34% 


at no increase over previous packaging cost 


ive wire display for AICO index tabs, designed and pro- 


Clear plastic, re-usable boxes are instant “pick-me-up” 
fuced by CREATIVE PACKAGING INCORPORATED . “Has 


attraction. Display unit contains 48 plastic boxes, each con- 
34 increase in sales, yet costs no more taining assortment of colored index tabs and title inserts. 
AICO packaging,” says Mr. Clarence W. The complete display takes up only 6” x 9” on dealer’s shelf. 
President—Sales, G. J. Aigner Company. 


nted insert with “how-to-use’’ instructions is clearly 
lable 


Sturdy, paperboard overpack gives ample shipping and 
through bottom of plastic box. Box has patented, handling protection. Scored, die-cut cover folds back and 
nbreakable hinge and snap closure; may be hot-stamped tucks in; makes its own colorful display card. Package is 
ul er’s trade mark or message printed by CP in high-gloss, high visibility colors. 


ONE CALL DOES IT ALLI CP will design and produce a best-selling package . . . com- 
plete with all components . . . for your product. A simple design . . . bright, compact, and loaded with “pick 
up” like the AICO package . . . is a proven sales stimulant for fishing accessories, electronic components, 
costume jewelry and a host of other small items. Call or write Dept. SM-101 for full information and free 
illustrated brochure of CP facilities and services. 


a CREATIVE PACKAGING, INCORPORATED 
111 Monument Circle, Indianapolis 4, Indiana - Melrose 5-3577 


DIVISIONS 
Diamond Plastics Industries, Roanoke + Paper Package Company, Indianapolis 


KE TER PAL * INSERTS ® 
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Case Study 


Outdoor Advertising 


Why “The Rock’ 
Moved Outdoors 


The problem was to introduce a completely new product—fast—in a 
large, and in many areas heavily populated, territory. The problem was 
compounded by the nature of the product—an intangible. This was what 
Prudential Insurance faced in promoting its “Dollars for College” policy 
along with a special family protection policy in its eastern district. 


In considering ways and means of 
introducing two new types of insur- 
ance policies, The Prudential Insur- 
ance Co. of America wanted a method 
that would galvanize salesmen and 
provide them with a media-to-front- 
doorstep merchandising campaign. 
One answer came with the decision 
to use outdoor posters to reach the 
maximum number of households in 
the large eastern district—fast. 


34 


Prudential wanted to give the sales- 
men something different. It wanted 
top enthusiasm from them and top 
identification for two new insurance 
policies: “Dollars for College,” which 
is designed to spread college educa- 
tion costs over a period of years, and 
a new family protection policy. The 
outdoor campaign was set up to em- 
ploy two poster designs simultane- 
ously in each market, each poster to 


NEED MORE 


FAMILY 


PROTECTION ? 


THE PRUDENTIAL AGENT HAS AN ANSWER 


THE PRUDENTIAL AGENT HAS AN ANSWER 


30-MARKET CAMPAIGN, promoting two new insurance policies, marked 
first use of outdoor advertising in Prudential Insurance's eastern district. 
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HAMMOND 
MAKES MORE 
THAN MAPS 


place mats 
decorative maps 
mit books 
plus customized 
premiums created 
just for you! 


OUR 60th 
ANNIVERSARY 
of providing sales 
builders to business 
Sixty years of service and 
the coveted NPSE seal below 
are your guarantees 
of sure-fire success 
with prestige Hammond 
premiums. 


MAKE MORE 
THAN SALES 


... you make loyal customers 
whose good will continues to 
create extra profits year after 
year. Shown here are only a few 
Hammond sales builders... Vinyl 
laminated place mats ... Books on 
nature, travel, pets, plants and 
animals... Plus a customized 
premium service that America’s 
leading companies consult 

for exclusive items to fit 

a specific purpose. 


Popular sales builders this year 
include Hammond’s Civil War 
Centennial Map, World Map, Space 
Map and Weather Map. For 
complete information on all 
Hammond items, write 

J.T. McManus, Manager, Sales 
Promotion Division. 


y, 
C. S. Bebidas Company 


Said the Salesman to the Retailer: 


Let’s Look 
at the Record! 


ee 


Paste-Ups of Ads for Salesmen 


When your salesman visits a__ the retailer could see all perti- 
dealer —doeshehavelive‘‘am- nent competing ads that ap- 
munition’’? What a surprise _ peared in his city as compared 
it would be to the dealer if with his own. Ads are mount- 
your salesman was to pullout ed on an accordion fold. A 
his ACBService Folder, which — salesman is sure of his ground 
contains a Paste-Up of all as to what’s going on locally 
dealer ads in his territory, so and can perk-up lagging dealers. 


We read every daily newspaper advertisement 


tHe ADVERTISING CHECKING BUREAU, iwc. 


NEW YORK, 353 Park Avenue South - CHICAGO, 18 South Michigan Avenue 


MEMPHIS, Tenn. -« 


COLUMBUS, Ohio + SAN FRANCISCO, 51 First Street 


Send today for descriptive material and free catalog. 


nd Exporters 
Items of the World’’ 


” CARIBBEAN- 
INTERNATIONAL 
INC. 


Here’s the gift that will delight your business 
friends the year around . . . Have a copy of 
this unique collection of recipes sent to them 
directly from Europe! Gathered together are some 
250 tasty dishes from all corners of the world, 
and the pages are full of bright colorful illustra- 
tions. There are also party tips devoted to each 
country; such as when to 

W Ss prepare a Chinese pork 
Refine- suey, a well-peppered djuvec 


or Bulgarian lamb skewet 

The binding too, is some- 

ments 0 thing special: it’s of a flexi- 
a " ble plastic that’s washable! 
okin “Refinements of Cooking’ 
Co g is both a culinary joy and 


a collector's delight It’s the 
ideal business gift: 96 pages, 50 color sketches 
With each copy comes an artistic greeting card 
Book dealers and advertising department inquiries 


CARIBBEAN-INTERNATIONAL INC. 

DEPT. B, BOX 1255 MONROE, LOUISIANA 

Gentlemen: Please send me___copies of “REFINEMENTS OF COOKING” 
at $3.95 each 

| understand there are no postage or handling chasges and no C.0.D.'s 
a - natheie 
ee ee ee 
OE i ccssinnsncinnteninepenitneiniaiiniinss tT Gos 
Enclosed is my check of money order for $_..._____ 

if not completely satisfied, | may return book for refund in ten days 


promote one of the two new policies. 

Results compiled recently by the 
Wilbur Smith firm of traffic engineers 
had brought out that a_ standard 
poster reaches, on the national aver- 
age, 94% of the car-owning house- 
holds in a market for a total of 21 
times during the 30-day showing pe- 
riod. Of special value is the medium’s 
ability to achieve heavy coverage dur- 
ing the first 12 days of a showing pe- 
riod and create a receptive back- 
ground for the salesman. 

The medium’s mass _ coverage 
proved of special value in certain 
problem coverage areas, such as 
Bergen County, N. J., and West- 
chester County, N. Y. These high- 
potential areas, with their heavy con- 
centration of households and_ their 
high commuter population, could not 
be effectively reached through other 
media unless an extensive and costlv 
use of a relatively large number of 
newspapers, radio and television sta- 
tions were employed. Outdoor ad- 
vertising in this case provided the 
sure coverage needed at a consider- 
able saving in advertising dollars. 


> Prudential also took full advan- 
tage of the posters’ self-merchandising 
characteristics to make the outdoor 
campaign an integral part of the per- 
sonal sales operation. Full-color re- 
productions of the posters displayed 
in company offices were constant re- 
minders of the campaign. Salesmen 
traveling to make sales calls were ex- 
posed to the outdoor appeal just as 
prospects were. Poster reproductions 
were printed on pre-call letters sent 
out in a mass mailing at the start of 
the campaign. Some of the men used 
reproductions for quick identification 
on sales calls. One enterprising sales- 
man brought a prospect out to see a 
poster, wrote him a policy under the 
board itself. 

Reactions from the men were quick 
and enthusiastic. Agent after agent 
brought in dramatic proof that people 
were reading and remembering the 
posters. Eastern District Advertising 
Manager Bill Weier, responsible for 
the campaign, reports that agents in 
the 30 middle Atlantic states covered 
have, in many cases, been called by 
potential customers responding to the 
posters. At the very least, they have 
proved to be excellent ice-breakers. 
In some cases initial curiosity aroused 
by one or the other of the two policies 
advertised has also led to sales of 
entirely different policies. 
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SOMETHING MISSING... 


(like California without the Billion-Dollar Valley of the Bees). If you’re beating 
the drum for your product in California don’t overlook the great inland Valley 
with its prosperous 27 counties. They represent a disposable income of more than 
$4 billion — greater than any one of 25 individual states. You’re not really selling 


California unless you’re selling the Valley. To cover it in depth, you need its own 
favorite local newspapers, the three Bees. Check the special discount plans today.* 


Data Source: Sales Management’s 1961 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES... O'MARA AND ORMSBEE 


*The Bees give national advertisers discounts on 1) bulk ak frequency; or @ standard pages. Check O'Mara and Ormsbee for details. 
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“How’s that again?” 


"Oh, yes. | said 

that the two i 
studies on the “Problems of Sales Contact’ 
_..the Century Electric and the Yale & 
Towne studies...will interest sales managers 
because they demonstrate that normal sales 


etforts today cannot be expected to cover 


all the buying influences in a manutacturing 


plant. Also, they show buying influence 


patterns tor each ot 99 industrial products.” 


d the Century and Yale & Towne studies, write or call Hank Mathias, FACTORY’s 
Manager for copies (LO 4-3000, x2569), McGraw-Hill Publishing Company, 330 W. 42nd St., N. Y. 36. 


Case Study 


Sales Training 


A Salesman’s Law Course 


-. 


PPIPLOLOLLLLLE 


Poet, 


No matter how careful management may be, ignorance of 
antitrust laws at the salesman level sometimes gets companies 
into trouble with the FTC. Here’s how Socony Mobil keeps 
its salesmen from unwittingly crossing the legal line. 


“My competition is murdering me,” 
said the dealer to the salesman. “He’s 
undercutting me right down the line, 
and if you don’t give me a break on 
prices, he'll drive me out of business.” 

Many a salesman, eager to help 
out a steady customer in trouble, and 
ignorant of antitrust laws, has fixed 
it with his field manager to comply 
with such a distress plea. Later on, 
his company has received a curt notice 
from the Federal Trade Commission 
about price discrimination. The usual 
legal difficulties and bad publicity 
follow—and all because of an inno- 
cent and well-meaning salesman. 

But Socony Mobil Oil Co. is taking 
no chances on receiving such notices 
or getting hit with the resultant un- 
favorable publicity. The. company’s 
sales people all across the country 
are learning how antitrust laws apply 
to the field of marketing. 


> In February Socony began a series 
of courses on antitrust laws designed 
for all levels of the marketing opera- 
tions. This is the fourth series of its 
kind that the company has run since 
1950, and it will run until everyone 
in sales has participated. 

The courses are conducted by the 
marketing division’s attorneys, who 
explain the provisions of U.S. anti- 
trust laws in detail, review the latest 
court decisions and FTC rulings, and 
answer salesmen’s questions. They 
keep all Socony sales people “up to 
the minute” on laws and regulations 
governing marketing practices. 

Participants are provided with a 
list of dos and don'ts to apply to 
their daily sales activities, enabling 
them to stav on the safe side of anti- 
trust. 

They also discuss dealer relations 
policy, and place heavy emphasis 
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upon the statement that every dealer 
is “an independent businessman free 
to buy and sell our products or the 
products of others, and free to operate 
his business as he deems best.” 

The program of educating all levels 
of the marketing operation in the 
legal boundaries of their field got 
under way in 1950. The then director 
of domestic marketing, Albert L. 
Nickerson, felt the need to train sales- 
men in how not to sell as well as in 
how to sell. And he wanted company 
policy regarding antitrust to be clearly 
defined. 

In a letter to employees he recently 
restated that policy. “In Socony 
Mobil, our management has _re- 
peatedly expressed its full and un- 
equivocal support of the antitrust 
laws. We will not tolerate or partici- 
pate in agreements with competitors 
to fix prices, allocate markets or cus- 
tomers, or exclude others from the 
market.” 


> Socony feels that its courses are 
a good investment. “The meetings,” 
says Baxter F. Ball, general sales 
manager, “are a good way to educate 
our new salesmen and remind our 
veteran salesmen of their heavy re- 
sponsibility to observe the letter and 
the spirit of the law in all their 
activities.” 

When the series is over, the com- 
pany’s sales people should know 
exactly what they can and cannot do 
in their day-to-day efforts to meet 
the fierce competition in the oil in- 
dustry. 

“A single mistake by a single sales- 
man could have terrible consequences 
on our company’s reputation,” says 
Ball. “Our good reputation is the most 
important single asset we have. We 
must protect it.” @ 


‘We recommend 
the WLW Stations for ad- 
vertising Lestoil Company's 
LESTARE BLEACH because 
they eliminate the complexities 
of today's time buying with 
their famous Crosley stream- 
lined operation and com- 
plete cooperation.” 


Call your 


WLW Stations’ Representative... 


glad you did! 


WLW-D 
Television 
. Dayton 
| WLW-T 
Telev sion 


Cincinnat 


WLW-C 


Television 


A ' 
Contents. of this 


BONUS-FOR-YOU issue... 


1. An alphabetical listing of all products used in the field, and 
manufacturers of each 


2. Nemes and addresses of all these manufacturers. 


3. A listing of all known trade names with the product and 
manufacturer identified for each 


4. All products advertised in this issue are classified and listed. 
This guides readers to the ad pages where they'll find more in- 
formation on what they seek 


5. Normal editorial content of a regular issue assures immediate 
cover-to-cover attention 


When they’re ready to specify or buy 


The Directory Section is the acknowledged reference work 
in the Industrial-Big Building field since 1934 


Nowhere will your advertising dollar go farther . . . accomplish 
more! This is an issue that is a right-at-hand reference for the engi- 
neers and contractors you must reach. (In a survey of these all paid 
subscribers, 96% report they keep it throughout the year, 75% refer 
specifically to its advertising pages. ) 


No wonder nearly 300 advertisers appear each year! Make sure 
you too will profit from this all-in-one January issue with a Direc- 
tory Section and regular editorial content. Start off 1962 impres- 
sively by using extra space for extra emphasis on your entire line. 
Regular space rates apply, December 10 closing date. KEENEY 
PUBLISHING CO., 6 N. Michigan, Chicago 2. 
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Case Study 


Product Distribution 


Winning Mass Markets 
For a Specialty Product 


PLIPLPOORPPLL LLL LP LLLL ORL ER 


Specialized sewing machine outlets were dying, and big-traffic 
retailers wouldn’t touch the product with a 10-foot pole. Brother 
International Corp. found that such specialty items gave dealers 
too many extra headaches. The need for dealer and consumer 
education, service problems, and the need to get the maximum 
dollars in profit on every inch of display space were the chief 
factors keeping sewing machines out of mass-market outlets. 


PLILILILPLOLOF ieiomnaanine 


| 
: 
3 
3 
3 
; 
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Boiled down to its bare essentials, 
Brother’s problem was that it wanted 
to turn the sewing machine into a 
mass-consumption item, but the prod- 
uct had too many built-in dealer in- 
conveniences. 

Education hurdles on both dealer 
and consumer levels blocked the road 
to mass markets. Employee turnover 
in discount houses was too high; they 
carried too many lines and the extra 
trouble required to teach employees 
the sales features of sewing machines 
was just too much for the profit 
realized. 

Brother’s problem—and its solution 
—has significance to many fields 
other than the sewing machine in- 
dustry. The situation is typical of 
almost any specialty item manu- 
facturer looking for mass markets. 

In Brother’s case there were addi- 
tional complications. About two years 
ago the number of independent 
specialized sewing machine outlets 
started to dwindle. From the then 
2,000 independents, the number has 
shrunk to 1,000 or 1,200 today. It 
became imperative for Brother to find 
new outlets. 

The well-established retailing trend 
to larger self-service centers left no 
question in the minds of the decision- 
makers at Brother as to what kind 
of outlets they wanted. Big traffic was 
the key. 
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RECORDED SEWING COURSE, narrated 
by celebrity-homemaker Bess Myerson, 
takes onus of instruction off dealer. 


But there were those dealer in- 
conveniences. 

Like many specialty products, 
Brother’s had to be demonstrated to 
the potential customer, thus requiring 
dealer training. New purchasers had 
to be provided with instruction in 


Rich in buying power... 
Rich in reading power... 


Pontiac, Michigan represents a 
growing, dynamic, rich market for 
newspaper advertisers. What’s 
more, THE PONTIAC PRESS 
provides such exclusive coverage 
(61% of Pontiac Township house- 
holds take only the PRESS) that 
no other newspaper provides the 
9enetration you need to success- 

Filly sell your products. (THE 

PONTIAC PRESS is preferred 

3 to 1 over the leading Detroit 

paper.) 

It’s facts like these that are caus- 

ing more and more advertisers to 

select the PRESS: 

e Leader in the Community. 76% 
take THE PONTIAC PRESS. 
Leader in Creating Sales. 21% 
of PRESS homes make over 
$7500. 

Leader in Home Delivery. 98% 
of coverage is home-delivered. 

THE PONTIAC PRESS is the 

full-coverage independent news- 

paper serving the Pontiac area 


and Oakland County since 1842! 
MARKETING IN MICHIGAN... ? 


THE 


PONTIAC 
PRESS 


PONTIAC, MICHIGAN 


Circulation 59,339 Publisher's 
Statement Ending September 30, 1959 
Represented by: 

Scolaro, Meeker & Scott 
New York, Chicago, Philadelphia, Detroit 
Doyle & Hawley 
Los Angeles & San Francisco 


the use of the machine, and their un- 
familiarity with machine sewing 
caused service calls to climb. 
Other sewing machine makers were 
not so badly off, strategically. Singer 
Sewing Machine Co. owned its out- 
lets, so it had no problems with 
dealers, and sewing classes were pro- 
vided for beginning sewers. Necchi 
Sewing Machine Sales Corp., an im- 
porter like Brother, developed Singer- 
type sewing schools and sent a team 
of traveling home economists around 
the country to teach dealers the sell- 


ing points of its sewing machines. 
Brother had counted on the special- 
ty outlets—and they were now dis- 
appearing from the market place. 
One partial solution to Brother's 
desire to crack the big-traffic outlets 
was a correspondence course to teach 
new customers the art of machine 
sewing. This worked well, and the 
company still offers the course, but 
dealers still had to do a lot of selling. 
Last year Brother hit upon the idea 
of using a phonograph record as an 
instruction device and combining it 


GATEWAY TO A 
SUCCESSFUL 
CONVENTION 


Select the one hotel with every convention facility; 
completely air-conditioned, 18 hole golf course, 
tennis courts, Cabana Club and a mile long ocean 
beach—all on the premises! For details and avail- 
able dates, write or phone: “Ike” Parrish, Direc- 


tor of Sales. 


Boca Raton 


HOTEL and CLUB 


Boca Raton, 


AN ARVIDA HOTEL, A SUBSIDIARY OF ARVIDA CORPORATION 


National Representative: Robert F. Warner, Inc. * New York * Chicago * Washington * Boston * Toronto 


Florida 


with a dealer kit that would make the 
machines all but self-service items. 
The narrator of such an instruction 
record had to be a celebrity with 
strong appeal to the American home- 
maker. Former Miss America, Bess 
Myerson, a homemaker herself, was 
a natural. 


Consumer Tryout 

The record was six months in the 
making. Instruction monologues were 
tried out on groups of women who 
were completely unfamiliar with 
machine sewing. Whenever a particu- 
lar section was not clear to them, it 
was modified and tried out on a new 
group of women. 

A chart was devised to show clearly 
the various parts of the machine, and 
references to the chart were worked 
into the recording. Finally, an in- 
struction booklet was printed which 
paralleled Bess Myerson’s instructions. 
Brother now felt that it had about as 
confusion-proof a lesson as possible. 

For the dealer, Brother prepared 
a promotion kit that did most of the 
selling, and relieved him of the need 
to learn the features of the product. 
A pocket-sized brochure which listed 
the features was tagged to each 
machine. 


Retailers off the Hook 

Retailers are also provided with a 
piece of material that shows every 
stitch the machine is capable of mak- 
ing. This relieves them of the em- 
barrassment of having to talk sewing 
with women who frequently know 
more about it than they do. 

The only selling a dealer must do 
now is selling a customer on the idea 
of learning to sew, the personal satis- 
faction that she can get from making 
her own clothes and the economies 
that home sewing car. effect. He 
merely shows a customer the pre- 
stitched piece of material and tells 
her that Bess Myerson will teach her 
how to reproduce all the stitches on 
the material for the price of one 
machine. 

Space problems were licked with 
the use of a compact display stand 
that takes up less space than a re- 
frigerator might. The stand holds all 
four units in the new line, priced at 
$80, $139, $179, and $239, thus pro- 
viding the dealer with one of the 
highest profit margins per square inch 
of floor space. This is a powerful in- 
ducement to any discounter. 

As part of its introductory offer to 
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Moving a family? Trust Allied 


A little more know-how... a little extra care... trust your Allied Man to handle 
every detail that will make it the easiest, safest move, ever. Allied has moved more 
families more miles than any other mover. Let this experience go to work for 
you. Call the man you can trust . . . under “Allied Van Lines’”’ in the phone book. 


to 


New separated packing for precious china 
and glassware . . . each item is individually 
wrapped, packed in its own compartment, for 
extra protection plus no washing on arrival. 
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Shock-proof cartons for the 

record collection... Hi-Fi or ster- Free Moving Tips Booklet . . . write: 


eo componets are wrapped in Allied Van Lines, 25th & Roosevelt Rd., 
extra-thick padding. Broadview, III, 


an NUMBER 1 MOVER ON THE HIGHWAY 
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Next Issue close Ss November 15 


The families who pay $1.25 for this book do so because 
they are ready, willing and able to spend money in the 


new-home market. | Aren't these the people you want to reach? 


buy BH&G’s Home Building Ideas Annual have big your advertising messages work hard to spur interest, spark sales. 


ng plans—for the future. A recent research report reveals No doubt about it, 1962 will be a competitive year. The new BH&G 
rly half of the families who purchased the 1961 edition plan to Home Building Ideas Annual goes on sale January 18, with a rate 


yw buy a new home within the next two years base of 185,000 families. Plan for a prosperous New Year now by 
ter Homes and Gardens Idea Annuals are edited for action. using the Annual to MEREDITH 

a of DES MOINES 
ers expect—and get—page after page of practical ideas. This edi- _ tell and sell your America’s Viagent pullicher of ideus 


late encourages readers to return to the pages often, and makes product story. for today’s living and tomorrow's plans 


—— —| 
yn 
w \ 


AC ‘Hl 
KITC EN. Berter Hk ae 


BLK \ IAS: 
BHAG IDEA: KITOM GARDEN Q Sos SRY | CHRISTY 
\ & 


wsk Ganlens - Bene anes Canes 


MORE SPECIALIZED 3 esto 


$ 2 opel 
ANNUALS INC AC IDEN S AS 


' ’ a 
Publ. est., 1962 issue: 225,000 est., 1962 issue: 135,000 Publ. est., 1963 issue: 180,000 Publ. est., 1963 i issue: 475,000 Publ. est., ee Issue: 600,000 
Closes: October 16, 1961 pote Deveulier 15, 1961 Closes: June 15, 1962 Closes: July 16, 1962 Closes: August 15, 1962 
On Sale: December 21,1961 On Sale: February 20,1962 On Sale: August 21, 1962 On Sale: September 20,1962 On Sale: October 18, 1962 
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consumers, the company gives away a 
record player with each purchase of 
a sewing machine. The offer was 
originally scheduled to run until Oct. 
31, but Brother has been under con- 
siderable pressure from the retail out- 
lets to keep it going through the 
Christmas rush. 

So far the results have generated 
optimism. Originally, Brother’s presi- 
dent, Max Hugel, predicted 500 new 
and profitable outlets by the end of 
this year. So far, since the start of 
the program at the end of July, the 
company estimates that it has added 
roughly 300 new dealers. 

The company is not choosey about 
the type of outlets it uses, either— 
furniture stores, discount operations, 
appliance and department stores are 
all welcome, provided their credit 
ratings are good, their traffic is heavy 
and Brother can maintain control of 
the product. Some of the examples 
of the extremes the company has 
added to its dealer list: a lumberyard, 
a gas station chain, and a soft goods 
chain. 


Always a Maverick 

Brother has gained a reputation as 
an experimenter since its birth a little 
over seven years ago. The company 
began importing private labels to 
chains such as Western Auto. Gradu- 
ally it built up an independent fran- 
chised dealer list for its own brand. 
Eventually it hopes to have a 60-to- 
40 ratio in favor of its own brand. 

One of its less successful innova- 
tions is selling sewing machines 
through supermarkets. The one limit- 
ing factor is the trouble the company 
has had arranging for consumer credit 
in the supers (one store in Canada has 
been doing well because of a con- 
sumer financing organization con- 
veniently located across the street). 

The company has also done a little 
diversifying and plans to continue it. 
In June its Japanese electric shavers 
were introduced, and last month its 
portable typewriter hit the market, 
priced at $69.95. 

Areas ripe for invasion, Hugel 
points out, are those industries that 
are dominated by a small number of 
large companies. He holds that the 
big fellows who have the field to 
themselves tend to become com- 
placent. They make first-rate targets 
for the highly competitive smaller 
company, especially if the little com- 
pany can afford to sell at importer 
prices. 
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Meet your new 


You'll need their help when you 
give merchandise prizes to your 
sales force . . . launch a safety in- 
centive program .. . and start a 
premium plan for consumers. You'll 
need help to handle promotion, pur- 
chasing, mailing cataloging, 
bookkeeping and shipping. 

The Premium Service Co. Inc. 


THE ]> 
remium 


| THE PREMIUM SERVICE CO. INC. 
1 195 North St., 


premium department 


is your premium department! Let 
Premium Service put its manpower 
to work on one or more individually- 
tailored incentive plans for you... 
as it has done for scores of firms. 
The service costs nothing until after 
you profit from it. And you will. 
Get the facts now. No obligation, 
of course! 


Dept. SM-10 
Teterboro, N. J, 


PLEASE SEND ME MORE INFORMATION. 


ervice Co. Inc. 


Founded 1897 


The Curtis Publishing Company 


195 North Street 
Teterboro, N. J. 


ee ee lS State__ 


] Stamp Plans 
[] Cash Register Tape Plans 


Stroot__. 


l 
| 
1 
| 
| 
Subsidiary of | Nome— 
| 
I 
| 
| 
| 


() Safety Programs 
() Sales Incentive Plans 
[) Coupon Redemption Plans 


Company Nome 


LET'S (AACE IT... 4 2a 


*Now a New York restaurateur, this 
former world heavy-weight champion 
won the greatest challenge of his 
career by successfully turning boxing 
into a million dollar sport 

Who is he? 


THIS PICTURE REVEALS WHAT A GREAT CHALLENGER CAN DO! 


Here is a market that warrants your intensive When you buy the Herald-Express, you buy 
cultivation. Herald-Express households have reader confidence, reader responsiveness, the 
an Effective Buying Income of $2,936,160,000. largest evening newspaper circulation in Western 
This is a market larger than Boston and Mil- America and the No. 2 daily newspaper in 
waukee combined. Are you getting your share? America’s dynamic No. 2 Market. 


SOURCES: yor i ~ Readership Survey. Sales 
Management Survey of Buying Power, Copr. 1961 


Aasdweg ye, 


Los Angeles Evening 


HERALD-EXPRESS 


Lar gest Evening Newspaper in the West 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Books for Marketers No. 5 


A continuing list of up-to-date books on the arts and 
sciences of selling. Tear out and save each install- 
ment for a complete marketing bibliography. 


MARKETING PRINCIPLES 


(continued) 


MARKETING RESEARCH, 2nd ED., by 
D. J. Luck et al. Prentice-Hall, Engle- 
wood Cliffs, N.J., 1961. $11.35 


MARKETING RESEARCH: APPLICATIONS, 
PROCEDURES AND CASES, by J. P. 
Alevizos. Prentice-Hall, Englewood 
Cliffs, N.J., 1959. $8.50 


MARKETING RESEARCH IN ACTION. 
American Marketing Assn., 27 E. 
Monroe St., Chicago, Ill., 1959. $2.00 


MARKETING RESEARCH IN ACTION. 
Studies In Business Policy #84. Na- 
tional Industrial Conf. Bd., 460 Park 

ve., N.Y., 1957. $15.00 


MARKETING RESEARCH PRACTICE, by 
D. M. Hobart. Ronald Press Co., 15 
E. 26th St., N.Y., 1950. $6.00 


MARKETING RESEARCH: TEXT AND 
CASES, by H. W. Boyd Jr. and R. 
Westfall. Richard D. Irwin, 1818 
Ridge Rd., Homewood, Ill., 1956. 
$10.60 


MARKETING TEXT AND CASES, by J. T. 
Cannon and J. A. Wichert. McGraw- 
Hill, 330 W. 42nd St., N.Y., 1953. 
$7.50 


MARKETS OF THE SIXTIES, editors of 
Fortune. Harper & Bros., 49 E. 33rd 
St., N.Y., 1960. $5.00 


METALWORKING MARKETS IN’ THE 
USA. Steel, The Penton Pub. Co., 
Cleveland, O. 1957. $25.00 


MONEY METROPOLIS (A Study of NYC), 
by S. M. Robbins and N. Terleckyj. 
Harvard U. Press, Cambridge, Mass., 
1960. $5.00 


MOTIVATION AND MARKET BEHAVIOR, 
by R. Ferber and H. Wales. Richard 
D. Irwin, 1818 Ridge Rd., Home- 
wood, Ill., 1958. $9.25 


MOTIVATION RESEARCH, by H. Henry. 
Frederick Ungar Publishing Co., 131 
E. 23rd St., N.Y., 1958. $5.00 


MOTIVATION RESEARCH AND MARKET- 
ING MANAGEMENT, by J. W. New- 
man. Harvard Business School, Div. 
of Research, Soldiers Field, Boston, 
Mass., 1957. $7.50 


NATIONAL SURVEY OF TELEVISION 
SETS IN U.S. HOUSEHOLDS—MAY 
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1959. Advertising Research Founda- 
tion, Inc., 3 E. 54th St., N.Y., 1960. 
$5.00 


NEW HORIZONS IN COLOR, by F. Bir- 
ren. Reinhold Pub. Co., 430 Park 
Ave., N.Y., 1955. $10.00 


THE NEW PRODUCT: HOW TO FIND, 
TEST, DEVELOP, COST, PRICE, PRO- 
TECT, ADVERTISE AND SELL, by D. 
W. Karger. The Industrial Press, 93 
Worth St., N.Y., 1960. $5.00 


THE NEWCOMER: NEGROES AND 
PUERTO RICANS IN A CHANGING 
METROPOLIS (NYC), by O. Handlin. 
Harvard U. Press, Cambridge, Mass., 
1959. $4.00 


ORGANIZING FOR PRODUCT DEVELOP- 
MENT. American Management Assn., 
1515 Broadway, N.Y., 1960. $3.00 


PACKAGING RESEARCH—AN _INVEN- 
TORY, E. Romm, American Manage- 
ment Assn., 1515 Broadway, N.Y., 
1959. $6.00 


A PRIMER OF STATISTICS FOR NON- 
STATISTICIANS, by A. N. Franzblau. 
Harcourt-Brace & Co., 750 Third 
Ave., N.Y., 1958. $3.50 


PUNCHED CARDS, 2nd ED., R. S. Casey. 
Reinhold Pub. Corp., 430 Park Ave., 
N.Y., 1958. $15.00 


THE RESEARCH REVOLUTION, by lL. 
Silk. McGraw-Hill, 330 W. 42nd St., 
N.Y., 1960. $4.95 


RESEARCHING FOREIGN MARKETS. 
Studies In Business Policy #75. Na- 
tional Industrial Conf. Bd., 460 Park 
Ave., N.Y., 1955. $12.50 


RETAIL SALES MAP. Books & Services 
Div., Sales Management, 630 Third 
Ave., N.Y. Annual. $3.50 (quantity 
prices on request) 


RUBBER DEVELOPMENTS IN_ LATIN 
AMERICA, by D. N. Phelps. School 
of Bus. Research. U. of Mich., Ann 
Arbor, Mich., 1957. $5.00 


THE RURAL ECONOMY OF NEW ENG- 
LAND: A REGIONAL STUDY, by J. D. 
Black. Harvard U. Press, Cambridge, 
Mass., 1950. $7.50 


SAMPLING OPINIONS, AN ANALYSIS 
OF SURVEY PROCEDURE, by F. F. 
Stephen and P. J. McCarthy. John 
Wiley & Sons, 440 Park Ave. So., 
N.Y., 1958. $12.00 


SAMPLING TECHNIQUES, by W. G. 
Cochran. John Wiley & Sons, 440 
Park Ave. So., N.Y., 1953. $7.00 


SAY IT WITH FIGURES, by H. Zeisel. 
Harper & Bros., 49 E. 33rd St., N.Y., 
1957. $3.50 


SELLING COLOR TO PEOPLE, by F. Bir- 
ren. University Books, 1601 Jericho 
Tpke., New Hyde Park, N.Y., 1956. 
$7:50 


SHOPPING TOWNS USA: THE PLAN- 
NING OF SHOPPING CENTERS, by 
V. Gruen and L. Smith. International 
Council of Shopping Centers, 54 
Park Ave., N.Y. $13.50 


SOCIAL CLASS AND SOCIAL CHANGE 
IN PUERTO RICO, by M. M. Tumin. 
Princeton U. Press, Princeton, N.J., 


1961. $10.00 


SOCIAL PROFILE OF DETROIT, 1956, 
by Dept. of Sociology. Survey Re- 
search Center of Institute For Social 
Research, U. of Mich., Ann Arbor, 
Mich., 1957. $1.50 


THE SOURCEBOOK OF SPECIALIZED 
MARKETS. National Business Publi- 
cations, 1919 Eye St., N.W., Wash- 
ington 6, D.C. $2.25 


STATISTICAL HANDBOOK OF _ THE 
U.S.S.R. Studies In Business Econom- 
ics #55. National Industrial Conf. 
Bd., 460 Park Ave., N.Y., 1957. 
$3.00 


STATISTICAL TECHNIQUES IN MARKET 
RESEARCH, by R. Ferber. McGraw- 
Hill, 330 W. 42nd St., N.Y., 1949. 
$8.25 


(To be continued in the next issue.) 


Complete Marketing Bibliography Available 


As a service to readers who would like to have between two 
covers a comprehensive list of some 1500 books covering the 
many functions and techniques of marketing, the editors of Sales 
Management have published a compact 106-page bibliography. 
It is entitled “Books for Marketers.” Price $3.00. Write Readers’ 
Service Dept., Sales Management, 630 Third Ave., New York 17, 
N. Y. Please enclose remittance. 


She may get 


the message here, 


your ads in the Yellow Pages 
sell her when she’s ready to buy 


No matter what market your advertising is designed to 
cover, the Yellow Pages completes your advertising- 


. 


elling job. Your selling message in the Yellow Pages 
will reach your “ready-to-buy” prospects ... and will 
help them decide what and where to buy. 

With National Yellow Pages Service, you can cover 
your precise markets by choosing any combination of 
4,000 directories across the country. And one contact, 


one contract, one monthly bill cover your entire program. 
To find out more about this Yellow Pages service that 
will make your regular advertising pull more results, 
contact your National Yellow 
Pages Service representative 
through your Bell Telephone 
Business Office. 
ONE CONTACT/ONE CONTRACT/ONE MONTHLY BILL 


NATIONAL 
YELLOW PAGES 
SERVICE 
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Worth writing for... 


A selection of noteworthy studies of markets, 


media, consumer buying trends, product and 


service developments that can pay off for you. 


Today’s New Home Market 


Who are today’s new home owners? 
What kinds of homes did they buy 
or build? How many bought major 
appliances and furnishings? What are 
their plans for home improvements? 
After more than two years of plan- 
ning, here’s an 84-page report that 
will give the answers to the preced- 
ing questions and many more. Done 
by an independent authority, this 
valuable survey has information of 
use to every building materials and 
home equipment manufacturer. Write: 
Kenneth Hudnall, Advertising Sales 
Mgr., Dept. SM, Better Homes & 
Gardens, 1716 Locust St., Des Moines 


3, Iowa. 


South Bend Market Data 


Complete detailed information on 
population, income and buying power, 
retail sales, media coverage, emplov- 
ment and distribution, regarding the 
South Bend, Ind., market is contained 
in this 1961 edition. Many of the 
statistics are based on Sales Manage- 
ment’s Survey of Buying Power. 
Write: Clarence Harding, Director of 
Research & Public Relations, Dept. 
SM, South Bend Tribune, South Bend, 
Ind. 


Automotive After-Market 

Because this study “names names” 
of the publications read by those in 
the automotive after-market, it should 


be of interest to all companies and 
advertising agencies doing automo- 
tive after-market advertising. The 
study reveals the extent of duplica- 
tion among leading publications and 
the combinations of publications that 
give the most efficient coverage of 
this market. Details are also given 
on how the survey was made. Write: 
John M. Klock, VP-Director of Media 
and Research, Dept. SM, The Allman 
Co., Inc., 29th Floor, David Stott 
Bldg., Detroit 26, Mich. 


Pocket Population Tree 

This quick reference designed for 
marketing planners instantly shows 
the changing U.S. population at all 
age levels between 1950 and 196v. 


Of vest pocket dimensions, this little 
guide should be of use to all market- 
ing men. Write: Dept. SM, Packaging 
Corporation of America, 1632 Chicago 
Ave., Evanston, III. 


Premium Booklet 


One of the world’s leaders in 
environmental control has put out a 
catalog of unique premium ideas. 
Such unusual products as a floating 
thermometer and a fish-o-therm, a 
device which can detect where the 
best catches of fish are by the water 
temperature, are featured in _ this 
fascinating premium booklet. Write 
Dept. SM, Home Products Div., 
Minneapolis-Honeywell Regulator Co., 
2747 4th Ave. S., Minneapolis, Minn. 


Facts About Ohio 


This study on Ohio’s population 
gives significant facts about the make- 
up of Ohio’s 88 counties. Included in 
the analysis, in addition to the esti- 
mates of 1961 population (based on 
Sales Management’s Survey of Buy- 
ing Power) are total and urban 
population, effective buying income 
per capita, and buying power index 
based on a 3-element formula. Write: 
Albert E. Redman, Director of In- 
dustrial Development, Dept. SM, In- 
dustrial Development Bulletin, Ohio 
Chamber 
15, Ohio. 


of Commerce, Columbus 


Railroad Market Data 


Information on products purchased, 
expenditures, equipment owned, buy- 
ing procedures and market trends in 
the $2-billion-a-year railroad market 
is contained in the 1961-62 edition 
of “A Sound Approach to the Rail- 
road Market.” Write: Dept. SM, The 
Pocket List of Railroad Officials, 424 
W. 33rd St., New York 1, N. Y. 


Sales Aids From Advertisers 


Have you written for these booklets or 
samples described in recent advertise- 
ments in Sales Management? 


Commercial Credit: “12 Ways Credit 
Insurance Can Help Your Business.” Its 
advantages are spelled out in this helpful 
book. American Credit Insurance, Dept. 
SM, 300 St. Paul Place, Baltimore 2, Md. 


Chicago Now: A report based on the first 
Chicago market study ever conducted in 
consultation with the Advertising Re- 
search Foundation. The Chicago Sun- 
Times, Dept. SM, 401 N. Wabash Ave., 
Chicago, Il. 
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Sales Binder Reference Book: Free binder 
with information on 45 other types and 
styles of binders. Dept. SM, Joshua 
Meier Co., Inc., 601 W. 26th St., New 
York 1, N. Y. 


Hospital Market: Highlights on the mar- 
ket hospitals represent—a market where 
replacement sales are as important as 
new sales. Dept. SM, Hospitals, Journal 
of the American Hospital Assn., 840 Lake 
Shore Drive, Chicago 11, Il. 


Warehouse Directory: Roster of ware- 
houses, where located, facilities of each. 
John Terreforte, Dept. SM, American 
Chain of Warehouses, Inc., 250 Park 
Ave., New York, N. Y, 


Advertising Balloons: A free fact file on 
how to use these colorful balloons for 
in-store promotions, displays, etc. Mrs. 
Betty Wolfe, Dept. SM, The Pioneer 
Rubber Co., 416 Tiffin Rd., Willard, O. 


Visual Selling Aids: Write for complete 
information on a compact 35mm self- 
contained desk projector and 4-speed 
hi-fi record player. Dept. SM, Viewlex 
Inc., 36 Broadway, Holbrook, L. I., N. Y. 


Cameras as Premiums: For a new type 
of promotion item try cameras. For more 
information on Kodak cameras as pro- 
motion gifts write Eastman Kodak Co., 
Premium Sales Office, Dept. SM, Roches- 
ter 4, N. Y. 
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Look 
what’s new 


in toiletry 
packaging 


NOW A THREE-OF-A-KIND LOOK. This smart new package serves the complete line of Schick 
products .. . offering the same fresh look for pre-shave, after-shave, and shaver cleaner. Only 
the label is different. By standardizing on one bottle and cap, the customer got a family 
appearance for all three products and saved money besides. This Armstrong bottle and new 
‘Swirl’ design stock cap solved a packaging problem for Schick. Can we help solve one for you? 


(Aymstrong PACKAGING 


ARMSTRONG CIRCLE THEATRE EVERY OTHER WEDNESDAY EVENING ON CBS-TYV 


») TRENDS IN PACKAGING AND PRODUCT DESIGN 


CONTAINER SALES UP IF SALES OF SHIPPING CONTAINERS and cartons are any barom- 
eter, then the economy should spurt in the next few months. 
prospects for Leading manufacturers of corrugated and solid fiber containers say 
record-breaking fall they expect the most prosperous fall since 1959, which was the record 
year. 

The Fibre Box Assn. reports that as of September 16, the industry 
is 3.4% ahead of last year and 2.6% ahead of 1959. The average weekly 
shipment this year has been 2,146,223,000 square feet per week, com- 
pared with an average of 2,075,230,000 in 1960 and 2,091,000,000 in 
1959. Ever since May, monthly averages have climbed beyond last 
year’s figures, but the upswing really became evident in August when 
the average weekly figure was 2,464,000,000—13% more than in August 
1960. 


price rise e The boom has struck despite the fact that major manufacturers put 

no barrier through a 10% to 14% price increase around September 1, the first 
since September 1959. The ’59 boost, withdrawn after a slowdown in 
business in early 1960, had resulted in widespread discounting. The 
steady stream of orders since the recent increase, however, indicates the 
new prices are here to stay. 


good sign e A sales manager for one large container company said that for August 
for other industries and the first half of September sales were 10% higher than last year. 
Other companies polled by SM, while declining to be named, reported 
sales increases of 7% to 13% for August and September, and considerable 
optimism for October. 
Since shipping containers cover such a wide variety of products, it 
seems safe to say that many manufacturers are looking forward to high- 
gear consumer spending during the holiday season. 


TEAR-TAPE PACKAGE THE TRAY PACKAGE recently introduced by Kimberly-Clark Corp. 
for Kleenex casual napkins is expected to become very popular as a time- 
time saver and labor-saving device in stores. 
for the supers The ease with which tray-packed products can be displayed in stores 
was illustrated in test store operations. Kimberly’s tear-tape, tray-packed 
shelf-stocker display case reportedly can be handled in 51% less time 
than is usually required. This becomes increasingly important at a time 
when supermarkets and other self-service stores are anxious to have 
their employees spend the greater part of their workday in helping 
customers instead of stacking shelves. The package, which holds two 
trays of 24 napkins, results in a neater and cleaner operation, and en- 
ables inventory and price marking to be done more efficiently. 
The tear-tape opening eliminates the need for a tool to open the case 
and possibly damage its contents. The case also keeps the napkin packages 
in correct alignment. 


BAGS GET HANDLES PLASTIC BAGS are getting handles. Recently, Dobeckmun Division of 
The Dow Chemical Co. introduced its Zip Handle bag, said to be ideal 
for any item which might be carried about after the bag is opened. 

The bag is bottom-gusseted, with design inverted, so that the bottom 
of the bag becomes the top after it is loaded. The gusset is serrated at a 
given point and a handle is formed by the gusset when the bag is zipped 
open along the serration. The company points out that the handle is pro- 
tected until the bag is opened and will not snag on edges or protrusions 
with which the bag might come in contact during shelf life. 
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what every. 
sales executive 
ould know 


out DENVER 


Take ten seconds to find in the following 


listing the annual dollar volume of the 


type of stores where your goods are sold. 


METROPOLITAN DENVER 


Type of Store Annual Sales 


Food ee $280,637,000 
Eating and Drinking . . . . . 96,117,000 
General Merchandise . . . « « 254,986,000 
CO 
Furn., Household, Appliance. . . . . 65,452,000 
Automotive 267,560,000 
Gasoline Service Station . 92,706,000 
Lbr., Bldg. Materials, Hdw . . 90,710,000 
Drugs are 64,486,000 


Now consider that The Denver Post 
not only has 66% daily and 76% Sun- 
day coverage of metropolitan Denver, 
but also provides 44% daily and 56% 
Sunday coverage of Colorado. The fol- 


lowing figures, therefore, are significant. 


STATE OF COLORADO 

Annual Sales 

. « ..$497,835,000 
Eating and Drinking 167,084,000 
General Merchandise 352,398,000 
Apparel . 100,718,000 
Furn., Household, Appliance. . . . . 107,186,000 
Automotive i . 458,782,000 
Gasoline Service Station . . . . 187,221,000 
Lbr., Bldg. Materials, Hdw.. . . . . 214,405,000 
Drugs... . eri . « 103,305,000 


Doesn't this add up to a sales potential 
big enough to interest you? Big enough 
to warrant building a consumer fran- 
chise for your products through The 
Denver Post? 


~ THE DENVER Posy = 
GROWTH TRANSFORMS DENVER 


semi-rigid plastic handle 
e Earlier, in the same vein, a Chicago company introduced a 
strip of die-cut semi-rigid plastic that instantly forms an air- 
tight bag seal which also serves as a strong handle. Called 
Whirl-a-Seal, it reportedly can be applied and 
removed quickly, and re-used repeatedly, per- 
mitting convenient access to the bag. The flat a 
seal is also said to strengthen the package by Bat 
even distribution of weight. 

Made by Better Containers Mfg. Co., the seal 
can apparently be used in conjunction with most 
plastic-bagged products, from toys and hardware 
to produce and canned beverages. An advantage is that two or 
even three separate bags may be sealed into one handle, thus 
allowing tie-in and premium merchandising flexibility. 


NEW CARDING FOR HARDWARE 

PLASTIC FOAM AND FILM might run into some competition 
in the hardware field from a new technique recently announced 
for carding hand tools. 

The cards themselves are extra rigid and specially die-cut 
to position the tools, which are held to the cards by a heavy- 
duty taping process. 

An obvious self- 
service advantage is 
that customers can 
touch the products 
because there are no 
films covering the 
tools. Each card is 
die-cut for hanging 
on standard fixture 
hooks, and the cards carry full information on front and back. 
There’s also extra die-cutting to emphasize special features of 
the tools. 

The carding method was developed by the Minnesota Mining 
& Mfg. Co. in conjunction with the Fleet Division of Penens 
Tool Corp., Il. 


LABELING FOR FROZEN FOOD 

adherence increases as temperature drops 

A PRESSURE-SENSITIVE LABEL, superior to any previous 
type at temperatures below 30 degrees F., has been reported 
by the Avery Label Co., Monrovia, Cal. 

This kind of label has become more important with the ex- 
pansion of the frozen food industry, along with new uses of 
freezing in such fields as drugs, chemicals and baked goods. 

The labels require neither moistening nor heat to make them 
adhere. Avery’s research reports that they actually stick more 
firmly as the temperature declines. They can be put on before 
or after freezing the product—either automatically, semi-auto- 
matically or manually. 


wut TRENDS IN PACKAGING AND PRODUCT DESIGN jw: 


PUMA LALA 
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(257 chances-to-sell per dollar 


561 chances-to-sell per dollar 
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...double your 
chances-to-sell 
lo car owners 


—your brand of tires, gasoline, 
batteries or parts—with every 
dollar you invest in the Digest 


Kwery time an advertisement is seen, it has a 
chance-to-sell. And research by Politz* has meas- 
ured these chances-to-sell to magazine readers in 
households with one or more cars: 


In the Digest 54,671,000 
In Look. . 27,003,000 
In the Post 28,329,000 
In Life . . 26,408,000 


Chances-to-sell to these buyers per dollar invested 
in a 4-color page are illustrated at the left. As 
you can see, the Digest provides about twice the 
chances-to-sell of its nearest competitor ... typi- 
cal of the advantage you get advertising any 
type of product in Reader’s Digest. Let this 
advantage work for you! 


*Source: Alfred Politz Media Studies 
People have faith in 


eaders — 
: Dige st 


! 


WRITE FOR YOUR COPY 


Advertising techniques that get new business. . . how successful 
advertisers locate hidden buying influences, discover new and 
different product applications, measure market potential, sell 
important new customers. 


Also contains helpful data for agencies and advertisers in evalu- 
ating industrial publications . . . what industry’s most active 
buying group reads, the type of information they want, how 
they like it presented. 


Complete with latest data on N.E.D. market coverage and proof 
of N.E.D.’s effectiveness in helping advertisers get more sales in 
all industrial markets. Write for your free copy, today. 


Industry's Leading Product News Publication 


Now over 88,000 copies (total distribution) in over 46,700 industrial plants 
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Why Sponsors Demand 
trong Say in TV Shows 


Testimony at FCC inquiry into TV advertiser influence indicates 


that most sponsors feel their shows are self-images; control 


and astute programming are needed to keep the image intact. 


The great majority of advertisers 
keep a tight grip on the controls of 
their television programming. 

This broad and unsurprising con- 
clusion became obvious during the 
first davs of the Federal Communica- 
tions Commission inquiry into the in- 
fluence of sponsors on network TV. 

Thirty-nine of the largest corpora- 
tions in America were represented at 
the New York City hearings which 
were concluded last week. It is the 
second act in a three-act drama. The 
first, completed earlier this year, in- 
volved questioning the writers and 
producers, most of whom depicted 
sponsors as beasts preving on their 
artistic sensibilities. The last act, due 
around the end of this year, will star 
network heads in the witness chair. 

A pattern of questioning was early 
established by Ashbrook Bryant, chief 
counsel of the FCC. Basically, Bryant 
sought to determine how national ad- 
vertisers choose programs, what pro- 
grams they choose and for what pur- 
pose, and the control of programming. 

The FCC “witch-hunt,” which was 
expected in some quarters, failed to 
materialize. Relations between coun- 
sel and witnesses were cordial. Al- 
though Bryant sometimes led the wit- 
nesses, he apparently always led them 
down paths of inquiry that were estab- 
lished prior to the hearings when an 
FCC staffer had visited each of the 
witnesses to inform them as to the 
form of the questioning and the in- 
formation they should have available. 
Most witnesses elected to submit a 
prepared statement to the record. 

FCC officials revealed privately that 
they expected nothing new or startling 
to come from the inquiry. They said 
they regarded the testimony as largely 
“definitive” and “substantiative.” 

The FCC discovered that program 
control is exercised in two areas: (1) 
“good taste”; (2) product policy. 
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Definition of the first ranged in 
stringency and details and was ex- 
pressed in both vague formulations 
and point-by-point codes, but the ad- 
jectives that most frequently came into 
play were “wholesome” and “decent.” 

The second, which was more spe- 
cific, involved depiction of products 
of the sponsor and his competitors. 
Some witnesses regarded it as part of 
“marketing folklore” not to mention 
the competition by name. 

It developed that, despite a few 
exceptions in the field of documentary 
programming and fewer still in the 
area of dramatic programs, most ad- 
vertisers aimed to avoid “controversy” 
and “downbeat” themes. 

A question repeatedly asked by 
Bryant—although he took pains to de- 
tach himself from intimations of advo- 
cacy—concerned the “magazine con- 
cept,” in which advertisers have no 
control over editorial material. Practi- 
cally all witnesses said the “magazine 
concept” was not applicable to TV. 


> The company with the largest TV 
budget of them all, Procter & Gamble, 
has a 21-point code to regulate the 
content of the programs it sponsors. 

A. N. Halverstadt, general advertis- 
ing manager, denied, however, that 
the code amounted to “control”; 
rather, it was similar to “traffic regu- 
lations” and exercises a “wholesome 
influence on programs.” 

Procter & Gamble spends approxi- 
mately $100 million yearly on TV, ac- 
cording to Halverstadt, who said this 
averages out to 5.6c per brand per 
vear for the average home. 

In its broad headings, the code, 
which Halverstadt described as an 
“obligation to the public,” forbids 
“profanity, morally suggestive situa- 
tions and excessive passion,” minimizes 
the “mention and use of intoxicants,” 
warns against offending almost any or- 


ganized group, and forbids “material 
which contributes negatively to public 
morale.” 

Halverstadt said he favored “cheer- 
ful” programs because “ . . . they offer 
more entertainment and a larger au- 
Citing “I Love Lucy,” he 
said “tragic shows just don’t have this 


dience.” 


kind of following.” 

He testified that Procter & Gamble- 
owned shows had no problem in be- 
ing placed on networks. If the time 
spot was not perfect, he said, it was 
at least satisfactory. 

Regarding the “magazine concept,” 
Halverstadt testified that it was im- 
possible to duplicate this concept on 
TV. If commercials were rotated, he 
explained, Procter & Gamble com- 
mercials might reach an audience that 
had no interest in the products. 


> Bell & Howell's policy of “spon- 
sorship without censorship” had _re- 
ceived wide publicity before Peter G. 
Peterson, company president took the 
stand. Peterson questioned the “mar- 
keting folklores” that surrounds spon- 
soring controversial programs, the 
validity of ratings, and escapism as 
the best atmosphere for selling. 

He testified that documentary pro- 
gramming results in greater advertis- 
ing “impact” per person and reaches 
more likely purchasers. His company’s 
share-of-market had increased since it 
began to sponsor documentaries, he 
said. 

Bell & Howell did not want to con- 
trol its prime-time program “Close- 
Up,” according to Peterson, who said 
that the company’s only stipulation is 
that the network present a “balanced 
view of the issues” on subjects that 
“materially affect the life or welfare 
of .. . the American public.” 

Bell & Howell’s most recent pro- 
gram, “Walk in my Shoes,” a docu- 
mentary on Negro problems, had pro- 
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voked protests and threats of boycott 
from the South, especially in Louisi- 
ana. Despite such controversy, Peter- 
son said, his company would not 
abandon the series. “The sponsorship 
of public service shows has been good 
business and we hope good citizen- 


ship,” he said 


> Avoiding controversy and possible 
offense are the principal criteria E. I. 
du Pont de Nemours & Co. uses in 
ontrolling the programs it sponsors 
fully, according to J. Edward Dean, 
director of advertising. 

Dean, the first witness of the pro- 
ceedings, said the public held the 
sponsor “accountable,” so it would be 
. “disavowal of duty” for Du Pont 
not to consider subject, script and 
asting of programs presented under 
its auspices. 

Che commercial climate” is an ad- 
ditional consideration of Du Pont in 
selecting programs, Dean testified. He 
cited “sad and stressful” shows as 
responsible for making commercial 
This is 
measured by the number of viewers 


messages “harder to learn 


vho can “play back” the commercial 


to trained teams of interviewers. 

Asked why Du Pont, which has no 
say in determining the editorial con- 
tent of magazines, should expect the 
right of control on television, Dean 
said: “TV is mainly supported by ad- 
vertising. Magazines are not.” If the 
“magazine concept” came into being 
on television, Dean said, Du Pont 
would have to evaluate the revised 
medium before deciding on advertis- 
ing policy. 


> A General Motors representative 
testified that policy control of tele- 
vision programs will be necessary as 
long as the public identifies the spon- 
sor closely with the program. 

Gail Smith, director of advertising 
for the firm, said scripts are judged 
by whether their subject matter is 
likely to be offensive to viewers, or 
whether it could influence viewers to 
commit “illegal, immoral or offensive 
acts.” 

When asked to cite a specific case 
of when the code was applied, Smith 
replied that in a show early in the 
season General Motors had deleted a 
scene that showed the star 


happily intoxicated and also driving 
an automobile.” 


> “Good taste” and “wholesome” 
were words used to describe the quali- 
ties desired by the Colgate-Palmolive 
Co. for its television programs. 

George T. Laboda, director of TV 
and radio, testified that, although the 
company had no written list or rules 
of taboos, there had never been a 
case of “serious impasse or alterca- 
tion with a producer or with a net- 
work. —" - 

To illustrate company reponsibility 
in programming, he cited cases where 
Colgate-Palmolive took shows off the 
air. The first, which he declined to 
identify, was withdrawn after strong 
public reaction, he testified. Others 
were quiz shows in: which “hanky 
panky” existed, or might have been 
thought to exist. 

Laboda said there was a definite 
trend toward network ownership of 
programs, a factor that could become 
a “hindrance” in the future because it 
might restrict the range and types 
of programs available. He said he 
also detected a note of “sameness” 


HOW 
FAMOUS 
FACES 

ATTRACT 
NEW 
CUSTOMERS 


OUTDOOR ILLUMINATED PLASTIC SIGNS 


an chanae 


e-over program. 


Knoxville 


> 


siGnS 
oF 
SUCCESS 


i-lime inc. 


Tennessee 
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rec Urzzaco4 


kodialk 


“TRADEMARK 


“We can show prospects MORE with movies 
than in a live demonstration” 


Says L. A. DePolis, Vice President in 
charge of Marketing, LeTourneau-West- 
inghouse Company. 


“We solve two major selling problems 
with Kodak Pageant Projectors like this 
one. One is the problem of showing our 
equipment, which weighs as much as 
38 tons, to as many prospects as possi- 
ble. The other is the problem of making 
maximum use of every minute spent 
with the prospect. 

‘For example, surveys show that the 
average salesman spends only 61 min- 
utes per year with each identified buy- 
ing influence. As our earth-moving 
equipment becomes more and more 
complex, it becomes increasingly im- 


Kodak Pageant Projector 


portant to make those minutes count! 
Instead of our salesman using his time 
to bring the prospect to the machine, or 
spending a lot of money to bring the 
machine to him, we do the job better 
with our kit of 11 sales films. 

“We had definite reasons for choos- 
ing Kodak Pageant Projectors to do 
these jobs for us. First, we needed a 
rugged projector—one that wouldn't 
break down on an executive after he 
had taken it halfway across the coun- 
try. We bought Pageant Projectors be- 
cause we thought they were the most 
rugged and dependable, yet quiet. We 
wanted a projector that wouldn’t star- 
tle a conference group when it was 
turned on. 


“Now that we've been using our 
Pageant Projectors for a while, we’ve 
found three big advantages over any 
other projector: (1) they’re simple and 
functional in design; (2) easy to set up 
and use—with minimum instruction; 
(3) a fast, foolproof rewind system.” 


Your Kodak Audio-Visual Dealer will demonstrate 
these and other Kodak Pageant Projector advan- 
tages to you. Or write us 
for Bulletin V3-65, which 
describes the new Kodak 
Pageant AV-126-TR, with 
its all-transistorized am- 
plifier for instant sound 
Start-up and mainte- 
nance-free sound system. 


AV-126-T8 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 


in the networks’ action-adventure type 


show Ss. 


> Testimony revealed that the Arm- 
strong Cork Co. keeps tight control 
over its long-time, semi-documentary 
series, the “Circle Theatre.” 

Although there are frequent script 
conferences between sponsor, agency 
ind producer, according to Max Banz- 
haf, director of advertising, promotion 
and public relations, the final decision 
on the “total appropriateness” of a 
show rests with himself. 


> Perhaps the most liberal program- 
ming creed that unfolded during tes- 
timonv was that of the Standard Oil 
Co. (New Jersey), which was the 
sponsor of the “Play of the Week” 
and “Age ot Kings” 
York and Washington. 

David A. Shepard, executive vice 
president and director, stated that, at 
Jersey Standard’s request, it was to 


series in New 


have “no voice in the subject matter, 
script, production techniques, or cast- 
ing” in the “Play of the Week” series. 

Reaction of press and public (6,500 
letters were received) was “highly 


commendatory,” Shepard 


rept rted. 


Critical letters, based mainly on moral 
and religious grounds, were answered 
by officers of the corporation. 

Shepard said similar results were 
achieved through Jersey Standard’s 
sponsorship of “Age of Kings,” a 15- 
part historical series on Shakespeare's 
plays produced by the BBC. 


> Although not currently the spon- 
sor of a network dramatic program, 
the Allstate Insurance Co. achieved 
its “longest identification” with “Play- 
house 90,” which it sponsored for over 
three seasons, according to the testi- 
mony of Robert E. Gorman, assistant 
vice president in charge of advertis- 
ing, who explained much of company 
policy as it related to that show. 

The company had no specific list 
of taboos, he testified; primary con- 
cern rested in the area of “good taste” 
—which included a general condem- 
nation of excessive violence or bru- 
tality, undue emphasis on sex, pro- 
fanitv, and the like. 

In examining 78 stories in synopsis 
or script form over two years, Gorman 
said, Allstate had made 175 sugges- 


tions for changes. Ninety-five percent 


had to do with the “good taste” area, 
5% to “business considerations.” Script 
changes resulted about 80 to 85% 
of the time. 

Gorman said other Allstate pro- 
grams, such as “What’s My Line,” 
“Person to Person,” “.. . did not lend 
themselves to this kind of review.” 


> The Brown & Williamson Tobacco 
Corp., which is not the sole sponsor 
of any program this season, neverthe- 
less strictly reviews scripts of shows 
in which it is a participating adver- 
tiser. 

This policy was revealed by John 
W. Burgard, vice president in charge 
of advertising, who said his company 
has a code covering the use of tobacco 
products on programs as w ell as one 
involved with moral tenor. 

At present, Brown & Williamson 
is in a hassle with two networks about 
programs which go against its code. 
One is an episode of “The Defenders” 
(CBS) concerned with abortion, the 
other, a show on the “Bus Stop” series 
(ABC), described by Burgard as “full 
of unnecessary violence.” Both net- 


works have been informed that Brown 


~ Greensboro- , 
OF THE NEW SOUTH’S MARKETS 4} 
15th in Total Retail Sales 


In The Top 20 In Total Retail Sales 


Watch Food Sales Sprout 


Hungry Metropolitan Greensboro Market 
; I 


ranks high in food sales in the South’s top 


markets 


ahead of Baton 


Rouge and Little 


Rock, close behind primary markets like Mobile, 


Knoxville and Chattanooga. Feed your sales story 


through the Greensboro News & Record 

medium with dominant coverage in the Greensboro 
Market and selling influence in over half of North Caro- 
lina. Over 100,000 circulation; over 400,000 readers. 


Write on company letterhead for “1961 Major U. 


the only 


Greensboro—In the Top 20 
Retail Markets of the South 
and in the Top 100 of the 
Nation. 


S. Markets Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Kelley, Inc. 
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New style, new savings, new safety 
for your fleet in Rambler for 1962! 


102 WAYS NEW AND BETTER! Scores of improvements for reduced 
fleet operating costs and maintenance! Plus low initial cost in a wide range of 
compact models—American, Classic 6, Ambassador V-8. Features like this 
are standard on all or most 1962 Ramblers: Double-Safety Brake System, 
with tandem master cylinders—one for front brakes, one for rear; 33,000-mile 
chassis lube; 4,000-mile engine-oil change; greater road clearance; Road 
Command Suspension for smoother ride; acoustical (and insulating) ceiling 
of molded fiber-glass. And all have no-rust-out Ceramic-Armored muffler and 
tailpipe, and famous Deep-Dip rustproofing up to the roof! See your Rambler 
dealer for an on-the-job test, or contact: Fleet Sales Department L-1020 
American Motors Corporation, 14250 Plymouth Road, Detroit 32, Michigan. 


SAVE ON FLEET LEASING! Ask your leasing company for low Rambler rates, 


or write us for the names of available leasing companies located in your area. 


Rambler 


World Standard of Compact Car Excellence! 


MOVIEMATIC and DUOLITE 


Rear Screen and Repeater 
16mm Sound Projectors 
Are Now Members of the 


<KACART, 


Family of Precision 
Audio-Visual Equipment 


GET THE FULL STORY 


Send now for complete information on special purpose 16mm projec- 
tors to TELL—SELL—INSTRUCT, also for the name of your dealer 
who will be pleased to arrange a demonstration at your convenience. 


Dept. 30 
VICTOR ANIMATOGRAPH CORP., DIV. OF KALART, PLAINVILLE, CONNECTICUT 
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& Williamson does not want to spon- 
sor these episodes. 

Burgard also complained that TV 
programs have too many “unnecessary 
fillers, promotions, titles, credits.” A 
co-chairman of the ANA committee 
investigating this condition, Burgard 
testified that as much as 5 or 6 min- 
utes per hour are taken up by non- 
entertainment, non-commercial time. 


> What was called “a strange way 
of doing business” was described by 
Edward Kletter of the J. B. Williams 
Co. 

“As a matter of policy,” he testified, 
his company does not review the 
scripts or subjects of the programs it 
sponsors, even to the extent of not 
knowing in advance what will happen 


on the show. 


Explaining this policy, which goes 
contrary to others outlined by na- 
tional advertisers, Kletter said Wil- 
liams usually buys into already estab- 
lished programs, usually of the type 
(“To Tell the Truth,” “The Amateur 
Hour,” “Jackie Gleason Show”) which 
contains “nothing to be fearful of.” 
Williams is usually a participating ad- 
vertiser rather than a sole sponsor, he 
testified. 

FCC attorney Bryant asked whether 
the same policy applied to the Wil- 
liams-sponsored “Tightrope,” an ad- 
venture show. Kletter replied that 
his company had only objected to one 
show of the series in which “50% or 
60%” of the cast had been killed by 
the program’s conclusion. Even here, 
he testified, the objection came after 
the fact of the telecast. 


> “We buy television as an enter- 
tainment medium, not as a depres- 
sant,” testified Roger Greene, vice 
president of Philip Morris, Inc. 

As part of its control of standards, 
Philip Morris reviews programs to in- 
sure that they contain nothing that 
might “. . . reflect poorly on the ciga- 
rette business,” according to Greene. 

He said that scripts are reviewed 
on four of the six programs sponsored 
by Philip Morris. There is no formal 
editorial policy, but a committee of 
four reads the scripts to see if they 
are appropriate. If, after further con- 
sideration, objections are deemed im- 
portant, they are taken to the pro- 
ducer or the network, according to 
Greene. 

Because there is more and more 
participation advertising, Greene said, 
he believes the trend is away from 
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He’s got acute politzomania ... and it’s catching! 


When our sales reps saw the results of the 1961 WJR- 
Politz Study, they flipped! Now, normally they are 
quite an aggressive group. But this really got them. 


pass along a warning to all our friends in advertising: 


Be patient. Our reps are so inspired that their enthu- 


Their reaction to the contents of the study was far 
beyond our sales manager’s fondest dreams. As one 
voice, they broke into a chant, ‘We love Politz, we 


siasm just spills over. As they apply this new kind of 
radio research to your specific advertising objectives, 
you'll be able to reach logical prospects for your prod- 


love Polits!” ucts. And these prospects are presented in a complete 
profile according to age, sex, socio-economic status, 
home ownership, radio listening habits, and other 
characteristics. 


Alas, they had contracted acute politzomania.* And all 
it took was one exposure to one fact: Of the 175 stations 
mentioned in the 1961 WJR-Politz Study, one station— 
WJR—had 32% or 2,183,000 of the listeners. Since 
each rep left the office with his own copy of the com- 
plete study with all the facts, we thought it best to 


WJ 


760 KC 


When you have this data in hand, just sit back and 
relax. Try not to be quite as conspicuous as our reps. 
But then who can fight politzomania? 


= DETROIT 


50,000 WATTS 


Represented by Henry |. Christal Co., U. S$. & Canada 
Atlanta « Boston « Chicago * Detroit « Los Angeles 
New York « San Francisco 


poeclitezoemaenica newly discovered advertising 
of affliction. Highly contagious. Identified by uninhibited displays of 
enthusiasm. Always found in WJR sales reps who have 1961 WJR 
Politz Study in hand. Time-buyers and ad managers particularly 
susceptible. Wipes out sales resistance. Appears in flashe 
insight. Only known re 


The measured area of the Alfred Politz media stud 
released September, 1961. This area i s of marketin 


people—age 15 and older 


nedy: Sign the order! 


The largest merchandising show 
in the world, and the most pro- 
POPAI’s 15th Annual 
Symposium & Exhibit, this year in 
Chicago's new McCormick Place. 


fessional: 


Last year’s show attracted 5000 merchandising men, 
who came away stimulated & enthusiastic. Don’t miss 
if new ideas are your business! 


this year’s show, 


D 


Nov. 7th is the first 
day of the three-day 
symposium /exhibit. 
So circle Nov. 7-8-9 
on your calendar— 
and send today for 
your free tickets. 


7) AG 


The Symposium pre- 
sents the ideas of the 
best merchandising 
men in the U. S.; the 
Exhibit assembles the 
latest sales-generat- 
ing p-0-p materials. Al- 
together, the ideas & 
techniques that will 
move millions in mer- 
chandise in 1962, 


7 


Summed up, the scope of the show 
is this: How to Attract Attention 


to Your Product, Stimulate Desire 
For It, and Complete the Selling 
Cycle Where it Counts—Where the 
Money Changes Hands. 


Admission free, but limited to national 
and regional advertisers, retailers, ad- 
vertising agencies and POPAI Members. 


ale 


/  POPAI! Headquarters, 11 W. 42nd St., New York 36,N.Y. 
Gentlemen: Please send me tickets to the 15th Annual 
Symposium & Exhibit. Send me your brochure, listing 
speakers and subjects, as soon as it is off the press. 


Name 
Company 
Address 

City 


1 will require 


Title 


State 


free tickets. 


strict identification of sponsor with 
program. 


> The Aluminum Company of Amer- 
ica, a long-time sponsor of television 
dramatic shows, reviews stories at 
both synopsis and script stages to in- 
sure adherence to company standards 
of quality and entertainment, accord- 
ing to Torrence M. Hunt, the general 
manager of advertising and promotion 
for ALCOA. 

In the field of drama, he testified, 
there were few scripts that dealt with 
controversy; rather, there were “sen- 
sitive areas”’—politics, the Civil War, 
law enforcement, racial discrimination 
—which ALCOA “. . . faced show by 
show.” 

He recalled only one major instance 
of modifying a program. The show 
“Tragedy in a Temporary Town” 
(about a foreign boy accused of mo- 
lesting a young girl) was placed in 
auto trailer surroundings. These trail- 
ers represent a large market for alumi- 
num, Hunt explained, and so the scene 
was changed to a “shanty mining town 
location.” 


> The Prudential Insurance Com- 
pany of America prefers to avoid cer- 
tain areas of controversy, especially 
areas that reflect “social or religious 
bias,” according to H. M. Kennedy, 
second vice president. 

He said that subjects for Pruden- 
tial’s “Twentieth Century” series are 
considered in conjunction with the 
network, but that no company list of 
limitations is given CBS, which pro- 
duces the show. 


> Using its advertising agency to 
screen scripts and story lines was re- 
vealed as a main tool of the Ameri- 
can Home Products Corp. in keeping 
control over its television program- 
ming. 

Richard Rettig, a vice president, 
said that no written rules were needed 
because of a rapport built up with 
the agency over the years. “They look 
to see that there will be nothing in 
a script morally offensive or that 
might reflect on the products of our 
company,” he testified. Asked for a 
specific example, he replied: “If a 
scene depicted somebody committing 
suicide by taking a bottle of tablets, 
we would not wish this to be on the 
air.” 

This policy applies to all shows ex- 
cept news programs, where the com- 
pany philosophy is “hands off.” # 


Sales Management OCTOBER 20, 196! 


QQ G 
For the freight | 
shipment that demands | 


specialized 
Equipment... | 


Ns got what it takes to ship it! 


If moving your freight calls for special- each terminal city. Specialized equip- 
ized equipment, DC’s got it: the right ment is one key to safe, speedy 
kind, in the right place, at the right handling ... and DC’s got it! 

time! DC’s “top drawer’’ $18 million 

fleet includes four basic over-the-road 


trailers... the type and number of 
pickup and delivery units required in 


DENVER CHICAGO TRUCKING CO., INC. 


the ONLY 
direct coast-to-coast 
S ~ carrier! 


Aer 
aes Bet A 
ee ee 


>, 


Trial of a Corset Salesman 


D. ATTORNEY: 


HANSEN: 


D. ATTORNEY: 


HANSEN: 


D. ATTORNEY: 


HANSEN: 


(continued from page 50) 


Has your sales performance pleased 
your sales manager? 


I’m not sure that could be done. 


In general, does he seem pleased with 
your work? 


This trial hasn’t exactly made me a fair 
haired boy, but I think over the years 
I've produced for him. 


Now dealing specifically with the case 
at hand, did you conduct yourself in a 
different manner with Miss Gates than 
you did your other customers? 

No sir, I didn’t. In fact, I tried to give 
her more service because she was a big 
account. 


D. ATTORNEY: 


HANSEN: 


D. ATTORNEY: 


HANSEN: 


work. I'd take an inventory and she 
was off somewhere checking in mer- 
chandise or something. When I'd show 
her new merchandise, she'd always say 
she had to drop an old number—but I 
kept telling her Perma.Lift was her 
best line and selling well. Then she 
would buy a new number, sell out of 
it—but when I took the inventory and 
showed her it was gone, she'd say she 
was out of money and couldn't reorder. 
Did you show Miss Gates all the pro- 
motional material at your disposal? 
Yes sir. We have an advertising port- 
folio, a mat book with all the ads and 
mats and promotional ideas we offer. 
I always showed those to her. 


How often did you call on her depart- 
ment? 


Once every three weeks, at the most 


; : four. 
D. ATTORNEY: What were some of the problems you 


experienced in dealing with Miss Gates? D. ATTORNEY: Mr. Hansen, in terms of your con- 


: ; ; , science, in terms of right and wrong 
HANSEN: Well sir, the worst thing was time. a ”* AE 

‘ lik as we know it, did you service this ac- 
ike ’ 


misunderstand—I pa 
count to the best of your ability? 


Miss Gates personally, but I never 
could seem to get her to sit down and 


Please don’t 


HANSEN: Yes sir, I did. (turn page) 


How would you like to buy ADVERTISING SPACE 
on each of your customer's desks for 


onLY 7 56 A YEAR* 


it’s EASY—give each one this newest of 
appointment books with these OUT- 
STANDING FEATURES — 


A full-week visible at a glance. 

Stays flat when open. 

Bound in flexible durable black morocco grain 

imitation leather. 

Printed in easy-on-the-eyes gray on fine quality 

white opaque paper, strong and easy to write 

on too. 

Your imprint stamped in gold on the front cover. 

Extra pages for addresses, insurance records 

and memoranda. 

Individually packed in cartons suitable for 

mailing. 

And the LOW — LOW Prices — 
25 50 100 250 500 


$1.25 99¢ 90¢ 85¢ 80¢ 


ADVERTISING CORPORATION OF AMERICA 


HOLYOKE, MASSACHUSETTS 


ae CSAC EE On [65 fe) Oe Oe fee oe 


Page size 84,” x 8Y,” 


For a sample without imprint—send $1.00. 


1,000 Up* 
75¢ Each 


Books without imprint—minimum quantity 10 @ $1.25 each. 


MANUFACTURED AND SOLD 
EXCLUSIVELY BY 
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ATTORNEY: 


ATTORNEY 


P. ATTORNEY 


Your witness 


Mr. Hansen, since you knew that Miss 
Gates was a busy woman, did you ever 
suggest setting up a basic stock and 
filling in the stock using your records 
as a guide and going over the suggested 
reorder with her? 


I presumed that Miss Gates kept het 
own basic records. I suggested she let 
me take inventory and write the fill-in 
order, but she would never let me do 
that. 


Did you ever document your reorde1 
suggestions by showing Miss Gates a 
record of turnover by product? 


No Sil 


Did you fail to document your sugges- 
tions because indeed you had no rec- 


ords? 


Sir, | did my best to take care of this 


account 


Chen the truth is, Mr. Hansen, that the 
records you kept were not adequate nor 
did they aid your customer in the oper- 
ation of her department. 


If put that way, I guess it’s true. 


P. ATTORNEY: No further questions. 


JUDGE: The witness may be excused. 


EXIT—Hansen) 
D. ATTORNEY: Your honor, I would like to place in 
evidence these documents which attest 
to Mr. Hansen’s standing in his com- 
munity and his industry. One is a ci- 
tation by his Chamber of Commerce 
for his participation in their local Com- 
munity Fund Drive. There are sev- 
eral others, one in particular I should 
like to quote: 


This is from the Men’s Apparel Club, 
an organization to which Mr. Hansen 
belonged until his firm assigned him 
to the women’s division exclusively. 
“To Andrew Hansen for his efforts and 
service on behalf of his fellow sales 
representatives and merchants in or- 
ganizing and helping to maintain the 
Men’s Apparel Club in this state. This 
plaque is awarded with sincere appre- 
ciation.” 


Your honor, the defense rests. 


JUDGE: Is the attorney for the plaintiff pre- 
pared to summarize his case? 


continued on page 104) 


THE BUSINESS GIFT THAT KEEPS YOUR CONTACTS LIVE 


Week-at- 
a-G/ance 
Business 
Reminder 


Hascon 


WEEK-AT-A-GLANCE® BUSINESS REMINDER 
will keep your name at customers’ fingertips between sales- 
men’s calls. An entire week’s memoranda, appointments, 
diary, etc., can be recorded on a spacious 9” x 14” two-page 
spread. This distinctive prestige business gift performs a daily 
service for your customers while it serves as a constant re- 
minder of you! Present and following months’ calendars are 
always in view, and individual pages show present, past and 
future yearly calendars. Beautiful gold-stamped two-color 
covers make it a decorative accessory on any desk. 


IMPRINTED IN GOLD with your company’s name or trade- 
mark at no extra cost, the Nascon Business Reminder will win 
preferred attention from your customers throughout every 
business day of the year. Individual advertising pages can be 
printed and bound anywhere in the contents, at nominal cost. 
Send for the new Nascon Gift Catalog for complete details. 


EATON'S & NASCON 
“At-A-Glance” Advertising Gifts 


DEPT. S, 475 FIFTH AVENUE, NEW YORK 17, NEW YORK 
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New Yorn 17, 4.1., News Building, 220 East 42nd Street, MUccay Hill 7-4894* CHicaco 1), | 


i 


PHOTO BY CORRY 


Concentrated COVERAGE where it counts... 


Avoid a chilly reception for your product in the decisive 
markets of New York, Chicago and Philadelphia by 
using the pre-selling power of FIRST 3 MARKETS’ 
concentrated COVERAGE where it counts most. 

By thus concentrating a realistic part of your ad- 
vertising effort on these 3 outstanding urban sales 
centers your ads will receive the powerful added stimu- 


lus of the finest Rotogravure or Colorgravure repro- 
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duction in the FIRST Sections of the FIRST News- 
papers of the FIRST 3 cities assuring maximum package 
and product EYE-dentification. 

In New York, Chicago and Philadelphia — which 
account for 19% of Total U.S. Effective Buying Income 
— there is no substitute for FIRST 3's dominant 54% 
COVERAGE of all families —a large portion of whom 
read no other Sunday newspaper. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


Tribune Tower, SUperior 7-0043* SAN FRANCISCO 4 Calif.. 15S Montgomery Street, GArfield 1-7946* LOS ANGELES 5S, Calif. 3460 Wilshire Boulevard, DUskirh 5-355) 
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Pp 


ATTORNEY: I am, your honor. 


JUDGE: Proceed. 


Pp 


ATTORNEY Your honor, our case has been presented 


with fact. We did not explore the 
charitable pursuits of my client 

they have no place here . . . for the 
issues to be decided here are not 
whether Andrew Hansen has been a 
good citizen—but rather, by his failure 
to operate in a busine sslike manner, he 
failed to properly assist Helen Gates 
in the performance of her duties, there- 
by causing her to lose her position and 
business reputation. By his own ad- BaILiFF: 
mission, Mr. Hansen failed to keep a 

single record of the departmental per- 


JUDGE: 


formance. The previous Perma.Lift 

salesman kept such records and the ac- 

count prospered. Mr. Hansen failed ’ 

CO . £. - 1 BAILIFF: 

to do so and Miss Gates faltered. Un- 

der the circumstances, it is our belief JupcE: 
that the court can return just one ver- 

dict—Guilty as Charged. 


JUDGE The defense will please summarize his 


D 


case 


ATTORNEY: Your honor, the issues of the case has 
been clouded by my worthy colleague’s 
insistence that Mr. Hansen’s failure to 


provide records caused Miss Gates to 
lose her position. All my colleague has 
apparently proved is that Mr. Hansen 
did not keep records. A far more im- 
portant consideration lies in the basic 
roles of the people involved. It is the 
buyer's job to buy—it is the salesman’s 
job to sell. We have proved conclusive- 
ly that Mr. Hansen serviced and sold 
his accounts. The verdict, I believe, is 
quite clear .. . Mr. Hansen is innocent. 


This court stands in recess until the 
verdict is reached. 


All rise. 
(Exit Judge and Bailiff.) 


(Bailiff returns followed by Judge.) 


All rise . . . be seated. 


The court has heard the evidence pre- 
sented by both the plaintiff and the de- 
fendant and has weighed it carefully. 
Before rendering a decision, I should 
like to state that this case has not been 
an easy one to decide. It is my belief 
that the job of the buyer is to select 
merchandise and run her department to 
the satisfaction of her management and 


“SELL ME IN THE MORNING,’ 
says BUFFALO 


Buffalo's retailers know the time and the place to sell 
Western New York’s male population is in the morning 

. in the Buffalo Courier-Express. Here is how they are 
placing their advertising linage this year: 


AUTOMOBILE | MEN'S CLOTHING} REAL ESTATE: FINANCIAL: 
DEALERS: STORES: 


Courier-Express Courier-Express Courier-Express Courier-Express 


® 2 f& | &. 
wr Go AB |e BL | 


Choose the Courier-Express to reach the men of 
Western New York when they want to be sold... in 
the morning. 

And if you're selling Western New York women, 
remember women’s clothing stores place 62% of their 
weekday linage in the Courier-Express. 


Source: Media Records (1st Quarter 1961) 


ROP COLOR 
a 7 DAYS 
FFALO RESS Represented Nationally by: 
all EXP eae 
Courier’ 


5 GREATEST NEW NEWSPAPER beers a 
STERN | NEW ;YORK'S iladelphia, Detroit, 
E 


Los Angeles, 
San Francisco 


wesTe 


— LARGEST 
MARKET IN 
ILLINOIS - IOWA 


WORKERS WORKING, 
INCOMES HIGH 


Quad-Cities employed labor force remains 

high at 108,700. And income remains high, 

too, with Average Effective Buying Income 

per Quad-City household at a record $700! 
. Illinois side $7076. 


Take advantage of this good news—use the 
hard-working Argus and Dispatch to sell the 
Illinois zone of the Quad-Cities, where you 
cover 56% of metro population. 


Sources: State Employment Services; 196! Sales 
Management Survey of Buying Power. 


QUAD-CITIES LARGEST COMBINED DAILY CIRCULATION 


ROCK ISLAND ARGUS 


and 


MOLINE DISPATCH 


REPRESENTED BY ALLEN-KLAPP CO. 
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Long Distance pays 


in extra sales 


“Qualifying prospects by Long Distance doubled our sales’’ 


says S. J. McLagan, sales promotion manager, 
Suburban Propane Gas Corp., Whippany, N. J. 


LONG DISTANCE RATES ARE LOW 


We recently tried Long Distance for sifting out Here are some examples: 


prospects for our gas dryers,” reports Mr. McLagan. Ba 
corp . . . Whippany, N.J. to Boston 80¢ 
These phone calls made it possible for our salesmen 
, , Se ee re 
to cover a wider area and set up more productive Pittsburgh to Cincinnati 90¢ 
demonstrations. Phoenix to Los Angeles ; . $1.10 
. ‘ j i é y F Ss i . Ja $ . 
We averaged one order for every four demonstra- Birmingham to Washington, D.C — 
tions. This doubled our past sales record. And profits Houston to Newark, N.J. - . $1.80 
went right up Ww ith sales.” These are day rates, Station-to-Station, for the first three 


minutes. Add the 10% federal excise tax 


Long Distance pays off! Use it now... for all it’s worth! 


BELL TELEPHONE 
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herself | further believe that the JUDGE 
salesman’s job, as delineated by man- (continued ) 


agement, is to call on and sell each ac- 
count and as many prospects as pus- 
sible in the area assigned to him. in 
this respect, I believe that Mr. Hansen 
did his job and that Miss Gates is 
shifting responsibility from herself to 
someone else. If the law was admin- 
istered as a mathematical equation, the 


did—he would have acted according to 
the natural laws of nature and of man. 
The fact that he was not a professional 
lifeguard would not have entered into 
the decision. In this case the defend- 
ant claims he was a salesman, not a 
buyer, but he could have “rescued” the 
buyer and did not. 

Under the circumstances, this court 
must find in favor of the plaintiff, Miss 


facts would speak for themselves. Gates—and find the defendant, Mr. 
However, it seems to me that the law Hansen, guilty of neglect, as charged. 
Mr. Hansen will please rise and ap- 
proach the bench for sentencing. 


is not, and cannot be, completely sep- 
arated from other considerations. The 
previous salesman, Mr. Rambar, had Mr. Hansen, it is normal, in cases of 
this kind, to impose a fine as well as 
some additional form of punishment. 


In this case, because you have lost per- 


records and used them to the advantage 
of all parties concerned. It is obvious 
from the testimony, that Mr. Hansen 
had certain facts and figures at his dis- 


sonal income of some $2,000 per year, 
posal and that he did not take the time 


I will not penalize you further. The 
punishment is really in the form of re- 
habilitation and it is my advice that 
you follow the regulations to the letter. 
You will be paroled to your divisional 
sales manager, who will teach you to 
use the new record form that you will 
see shortly and see that you continue 
to use it for the benefit of yourself and 
your customers. Court dismissed! ® 


or trouble to record them, correlate 
them and use them for the benetit o1 
Miss Gates. It is also obvious that the 
plaintiff, Miss Gates, sorely needed this 
information and that had it been given 
to her, she could have done the kind 
of job expected of her. If a person 
were drowning and Mr. Hansen jumped 
into the water to save that person—and 


ROCKET 
YOUR 
SALES 
with a 
WE&A 
Miniature 


it a « 
* 

Give your sales a 

real thrust with a 


jewelry miniature 
of your trade- 


ee AND STILL GROWING 
FASTEST IN ILLINOIS! 
REMARKABLE ROCKFORD 


. the number one spot in Illinois still 


a 
* 
Ist continues to grow. Typical are new $15,000,000 
n Mlinols campus for century-old Rockford College .. . mark or product. 


in ROP one new multimillion dollar high school in - \ . 
Retail 1960 . . . another in "61 . . . and a third being —_ \ Write for free 


Color readied for 1962 for a top-flight school } folder today 
system long known for its excellence. More ™~ i 
schools to serve a growing community! — 

Good schools for a better place to live. ‘ 
Rockford has ’em! . . . and the newspapers 
with which to reach Remarkable Rockford’s 
families are... 


ROCKFORD 
MORNING STAR € Regisfer-Republic 


WILLIAMS & ANDERSON CO. 


INDUSTRIAL DIVISION 


Exh Manufacturers a 186! 


14 Third Street, Providence 6, R. I. 
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Scatter Rugs or Wall-To-Wall in Canada 


You can cover a floor here and there and 
have a lot of bare spots in between. Or you 
can do a wall-to-wall job and have complete 


coverage right away. 


It’s the same when you tackle a widespread 
market like Canada. Edging your way in 
isn’t practical. What's needed is a big me- 
dium that reaches millions of people. And 
that means Weekend Magazine and the 
French language edition, Perspectives. 


Weekend Magazine/Perspectives reaches the 
people in 2,098,000* Canadian homes 
young and old, English and French—the 
cream market of every province. This is 
wall-to-wall coverage. 


Because the editorial content of Weekend 
Magazine/Perspectives is bright, timely and 
al I © ¢ 
entertaining it becomes a family habit. 
Weekend Magazine/Perspectives follows 
e | 
people and people follow it. This is the 


secret of its selling success. 


Weekend Magazine /Perspectives reaches its 
millions of readers every week as part of 
39 daily newspapers, and no other national 
medium in Canada can sell so many people 
so consistently, so colorfully, so convincingly. 
Represented in the United States by O'Mara 
& Ormsbee Inc.—New York, Chicago, De- 


troit, Los Angeles and San Francisco. 


*Effective 1962 


Weekend 


AGAZINE 


The biggest single selling force in Canada AND ITS FRENCH LANGUAGE EDITION 


Perspectives 


Reaching 2,098,000* Canadian homes every 


ACTOAR 
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THE SENIOR MARKET 


(continued from page 39) 


6, 12, even 24 months while they 
decide where and how they will spend 
the rest of their lives. What better 
prospects for round-the-world or other 
long excursions? 


Housing 
By far the biggest opportunity of 
all may be in the housing of people 
over 65, in couples, self-chosen groups, 
or singly. One out of every 11 Ameri- 


cans today is 65 or older and it is 
predicted that within the next 40 
years the number will double. The 
over-65’s are increasing three times 
as fast as the total population, sur- 
passing the so-called “birth explosion.” 

Providing homes for the elderly is 
a project in which the Federal Govern- 
ment, states, communities, various 
agencies, churches and private busi- 
ness are concerning themselves. Large 


(*City and retail zones.) 


228,564 consumers have 
$450,405,000 to spend 


in the troy n.y. market” 


35,400 households in the city zone have 
an average income of $7,419 and bank 


deposits of $313,560,000 


only the record newspapers 
really sell the whole Troy market 


with 97% coverage of the 9-community 
ABC city zone of 119,114 and 16% cover- 


age of the 5-county city and retail zones. 


amounts of money are being made 
available for this purpose. The de- 
velopments are not dependent upon 
the limited means of the older people 
themselves. The opportunities for 
business would appear to be limitless, 
all the way from building materials, 
equipment, furnishings, to decorative 
items, and special safety installations. 

Non-skid flooring in bathrooms and 
kitchens, for instance, calls for pro- 
motion in houses or apartments for 
the elderly. There’s a potential market 
for extra-wide doors—is anyone mak- 
ing them? Grab-rails in the bathtub, 
shower, and along hallways could be 
standard installations. Advisors to the 
aged and to those providing living 
quarters for them are urging wall-to- 
wall carpeting in living and bedrooms 
as a safety factor and also for added 
warmth. 

Special furniture will be in demand 
more and more. Makers of cabinets 
and cupboards, built-in or movable, 
will find strong selling points if they 
have considered ease of reach with- 
out undue stooping or stretching. The 
need for stools and ladders is out. 
Low kitchen counters are ideal for 
sit-down meal preparation. 


> Appliances don’t need to be so 
large for older people. Are manu- 
facturers prepared to supply medium- 
sized but adequate cooking ranges? 
Non-stoop smaller refrigerators? Small 
deep-freeze cabinets which might be 
of great help to older individuals or 
couples in minimizing shopping, 
simplifying the making of meals? 

Anything that simplifies housekeep- 
ing will find a ready market among 
the older homemakers: electrical fry 
pans, for example, greaseless broilers 
and skillets, pressure cookers that are 
safe and suitable for small meals. 

Supplementary heating as well as 
adequate central heating offer oppor- 
tunities in this field. 

Lighting is of major importance to 
the aging, who must conserve eye- 
sight. They may read more, do close 


(No other paper, area daily or Sunday paper, can give 


you this saturation coverage.) 47 802 
, | 


E ABC Net Paid 
Ko 7 “Op, Circulation 


THE TROT Ries RECORD 


€; 


work in connection with hobbies or 
other indoor sedentary activities in 
winter or bad weather. Brighter but 
more diffused general lighting of 
rooms is recommended for aging eyes, 
as are special types of bedside, chair- 
side, or reclining posture lamps. 
Music systems, hi-fi, stereo, par- 
ticularly with remote control of the 
radio or television part, are favored 
by the stay-at-home, elderly person. 


(continued on page 110) 
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POWER 
OF 
FLEXIBILITY 


- 


\ ( 
\ Af 
4 


Keep your Detroit advertising program flexible with The News. In this metropolitan market of 1,080,000 
families, The News delivers a mass market audience—with 64% home coverage weekdays and 71% 
Sunday* And, because The News penetrates all income levels, you reach each specific buying group in 
depth. Black and white, or color—whatever your budget—The News delivers your advertising at the 
lowest milline rate of any newspaper in the nation’s top five markets. You get better results and lower 
costs. To sell Detroit effectively and economically, just buy The News. 


The Detroit News 


*Sixth Quinquennia! Survey of the Detroit Market, 1961 


New York Office: Suite 1237, 60 E. 42nd St. - Chicago Office: 435 N. Michigan Ave., Tribune Tower - Pacific Office: 785 Market St., San Francisco - Miami Beach: The Leonard Co., 311 Lincoln Road 
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Anothe! 
possibil ties among the elderly is com- 
fortable 
listenir 


levice with good promotional 


é irphones for individual 


Geriatric Foods 
“It is verv hard to change the eat- 
Ing habits of older persons, even where 
this ma be desirable,” observes 


Kupla His 


the magazine Harvest Years, has done 


organization, along with 
some suggesting with respect to nu- 
trition for the latter years of life, but 
not too } »ypefully 
big educational potential for business 
in this field,” Kuplan adds 

Outside of the health foods market, 
frankly geri 


“There may be a 


almost non- 
of foods 
de veloped for the elderly, 


atric foods are 
existent. The same is true 
definitely 
with emphasis on convenience or the 
nutritional aspects. Heinz and Gerber 
have made stabs at producing such 
foods, but 
follow-through. Ac- 
a spokesman for the West 
Coast Gerber 


foods, similar to infant 
without much 
cording t 
operation, there is 
evidence that infant foods are pur- 
ol 


} | | 
hased | elderly persons to some 


extent 


Clothing 

Surely it is of interest to the gar- 
ment and clothing industry generally 
that 17 
majority of them women—need to be 
clothed appropriately. It is time an 
effort was made to discover how the 
clothing needs of this large group 
differ from general clothing needs. 


million persons over 65—a 


Both men and women who travel, 
and engage in a variety of hobbies 
and leisure time activities, are in the 
market for durable, casual, comfort- 
slacks, skirts, and 
sweaters that are at the 


appearance. 


able shoes shirts, 
jackets or 
same time not drab in 
research into sizes is in order; 


e baffled and 


frustrated bv so-called standard sizes, 


Some 

many older persons al 

lengths and girths. 
Older 


problems, but few if any 


people often have foot 
manu- 
facturers of footwear have seriously 


studied the possibilities this suggests. 


Medicines and Drugs; Personal Care 
Although older people are healthier 
than formerly and apparently due to 


become more so, after 65 thev spend 


something approaching twice as much 
on medical care, including all kinds 
of drugs and medicines. This estimate 
comes from the International Assn. 
of Gerontology. Other sources give 
widely differing figures. They may 
spend less on personal care items, 
including toiletries and cosmetics, but 
be good prospects for special items: 
medicinal or mild soaps, skin creams 
or lotions that will not irritate, ache- 
ameliorating preparations for the bath 
water, a varietv of aids to foot com- 
fort. 


Hobbies 


Estimates comparing the recreation 
expenditures of people over 65 with 
those of younger groups usually point 
to lessened outlay for leisure time ‘and 
play activities. Yet this does not seem 
to take hobbies into consideration. 
Low incomes rule out lavish or reck- 
less spending on hobbies and recrea- 
tions, but retired people spend con- 
siderable amounts on a remarkably 
wide variety of leisure activities. 
Travel, in itself a hobby of this group, 
frequently includes related activities: 
photography, for example, which re- 
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Fundamentals with 
impact. 
NEW BI-WEEKLY SALES PLANNER 
Simple—effective—easy to use. 
SALES GUIDES 
The new approach to basic 
selling. See-it, read-it delivery 
makes the point 
This valuable kit is yours without 
obligation. Simply fill out } 
coupon and mail it today. 


ELLIOTT SERVICE COMPANY, INC. 
Mount Vernon, New York 


SALES AIDS 

Division Elliott Service Co., Inc. 
Dept. S-3, Mount Vernon, N. Y. 

Please provide me with the "Sales Moti- 
vation Kit" without obligation. 

Name 


TREATS IMPORTANT PEOPLE 
IMPORTANTLY 
CARRIES NO PRICE TAG 
1S REMEMBERED 
EVERY DAY OF THE YEAR 
IS SHARED BY THE 
ENTIRE FAMILY 
LUXURY — AT BUDGET PRICES 
THE PERFECT GIFT! 
AN ORIGINAL 


PORTRAIT By SCHNEIDER 
Only $9900 SIZES UP TO 


24 x 30 


Made From Your 
» Photograph in Oil, 
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Artists 
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Washington’s most convenient 
meeting place... 

with every modern facility for a confer- 
ence or a convention. 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 


information. 
the Willard, Washington, D.C. 
"The Residence of Presidents” 


14th Street & Pennsylvania Avenue, N.W. 
Telephone: NAtional 8-4420 + Teletype WA732 
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quires equipment that ranges from 
simple cameras to complex movie 
cameras, a host of accessories, and a 
steady flow of supplies. Many photo 
fans in this group learn to process 
their own film. 

Those who turn to the arts are in 
the market for materials; if to music, 
for instruments, all the way from 
piccolos to pianos, and including 
sheet music and study records. Both 
men and women after retirement are 
taking up crafts—weaving, pottery, 
dress designing, wood working, mak- 
ing or finishing furniture, and many 
other activities. 

Some smart manufacturer may 
come up with hobby kits that include 
plans for supplementing modest earn- 
ings, if only enough to subsidize the 
hobby itself. 

Education as recreation may be- 
come a new concept after retirement. 
A number of universities have re- 
moved their tuition fees for persons 
over 65. Adult education departments 
have set up special fees for this group. 
Some business firms offering 
plant tours for senior 


are 
educational] 
groups. 


ONACK MASTER 


the tangiest CHEESE you ever enjoyed 


C= 


EXECUTIVES 
. . labels can be 

individualized for 

unique Business Gifts 


SNACKMASTER .. . the high quality, 
spreadable Club Cheese you won't find 
in stores .. . taste it... see how it 
satisfies your craving for good cheese! 


WHICH SHALL WE SEND? 


1 Ib. CARTON $1.69 Each 
2 Ib. CARTON 2.95 Each 
12 oz. CROCK 2.25 Each 
22 oz. CROCK 2.95 Each 
45 oz. CROCK - . 4.95 Each 
45 oz. WOOD BUCKET - 4.75 Each 


Postpaid Anywhere in Continental U.S.A 


WISCONSIN CHEESE BOX 
Dept.SM * Box 272 « Racine, Wisconsin 


The Psychological Barriers 

There are a number of difficulties 
to be overcome in selling and promot- 
ing to older people. It is a tempting 
but tricky market, with traps for the 
patronizing, the jocular, the senti- 
mental, or fake-respectful in approach. 
The older a person grows the more 
he likes to think of himself as unique. 
He is alienated or irritated at being 
lumped with an aging mass. 

What few studies have been made 
of buying patterns of the mature-to- 
elderly indicate that they are harder 
to sell, and not simply because on 


the average they have less to spend. 
They tend to look for quality, despite 
lower incomes, and are willing to pay 
for it when they find what they want. 

Far from discouraging, the problems 
inherent in satisfying and marketing 
to this growth market should prove 
exciting to all who may become in- 


terested in its possibilities. 
knows, producing for and selling 


a mature and seasoned body of con- 
sumers may help to rejuvenate some 
overtired selling approaches (playing 
down reliance on “sex appeal”) and 


inject marketing with bigger doses 


dignity and integrity. ® E. GIDLOW 


Who 


to 


ot 


Marketing executive, ten years abroad 
with international oil company, four for- 
eign languages, seeks US or overseas 
position with company expanding inter- 
nationally. Box 950, Sales Management. 
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Convention City 
of the Southwest 


i . Ld 


UA ound 

Business and pleasure go well together 
in Phoenix! There’s Everything Under 
the Sun to do and see. Finest of accom- 
modations . . . downtown, mid-town o1 
resort locations, for large or small 
groups, European or American plan 
And, an experienced Convention Bu 
reau is at your service . . . helps you 
make that sales meeting, conference or 
convention a success! Write: 

Convention Bureau 

Phoenix Chamber of Commerce 


805 North 2nd Street @ Phoénix, Arizona 


what every 


sales execiitive 
should know 


ul DENVER 


Denver is one of the very few major 
markets in which you can do an effec- 
tive advertising job... whether it’s a 
test, crash or continuing program... 
with the economy of single-medium 
coverage and at a total cost that is quite 
low in relation to the size of the market. 

The reasons are two: 1. the coverage 
of The Denver Post and 2. the reasona- 
bleness of its rates. 

With a circulation of 265,980 daily 
and 348,937 Sunday, The Denver Post 
provides the following coverage: Denver 
City Zone, 71% daily, 79% Sunday; 
Metropolitan Area, 66% daily and 
76 Sunday; Retail Trading Zone, 
64% daily and 75% Sunday; entire 
State of Colorado, 44% daily and 56% 
Sunday. 

The rate per line for advertising in 
The Denver Post ranges from 70c to 
58.8c daily and from 92c to 77.28¢c Sun- 
day depending upon which step in the 
bulk or frequency discount contract 
you select. Color also is available at an 
unusually low rate. 

If you would like to know just how 
economically and effectively The Den- 
ver Post can help you build a consumer 
franchise in the Rocky Mountain Em- 
pire, drop us a line or call the Moloney, 
Regan & Schmitt office nearest you. 


THE DENVER POsT =.” 

GROWTH TRANSFORMS DEwyce 
our of Aruerien'e 

Sneot Newspapers 


THE PACKAGING INQUISITION 


(continued from page 41) 


Take a look at your line of pack- 
ages, Mr. Marketer, and see what 
changes would be necessary to com- 
ply with such new legislation. Some- 
thing of this nature could emerge 
from Congress in the next year or 
two. And the Michigan Democrat is 
giving it all he’s got. 

Senator Hart’s basic philosophy is 
that shoppers “day by day pay more 
and more for less and less in bigger 
containers bearing smaller and smaller 


type.” 


What Is Deceptive? 

The big problem encountered by 
Senator Hart is to define what is de- 
ceptive. The testimony by Mr. Whar- 
ton stated the issue this way: 

“None of us should indulge in 
shallow thinking and generalize to the 
effect that manufacturers all are con- 
niving to mislead and deceive the con- 
sumer—who has, erroneously, I be- 
lieve, been branded as a ‘sucker.’ On 
the other hand, no one should be so 
blind as to whitewash the examples 
of less-than-honest packaging. . . . 

“But above all we must differenti- 
ate between the legitimate motives 
of the marketing people to motivate 
the shopper to pick up their product 
rather than their competitor’s prod- 
uct, and the sinister, subtle, obviously 
calculated misrepresentation which is 
intended to cheat and defraud. 

“It is not too difficult to recognize 
the many packages which are honest 
and forthright, reasonably full, and 
well labeled. Nor is it difficult to 
single out those which are obviously 
deceptive in size, shape, volume, or 
labeling. It is those in between, the 
borderline cases, which present the 
greatest. problem.” 

While the threat of legislative re- 
form is real indeed, there have been 
some indications that industry self- 
regulation might correct abuses with- 
out passing any more laws. The 
Packaging Institute, a non-profit in- 
dustry group representing all pack- 
agers, last month set up a task com- 
mittee to deal with problems un- 
covered by the Hart subcommittee 
probe. 


Heading the group is Lloyd 
Stouffer, editor of Modern Packaging. 
Aim of the committee is to draft 
recommendations to the appropriate 
Government regulatory bodies “to 
eliminate the confusion and ambigui- 
ties in the present regulations regard- 
ing content statements and other 
aspects of packaging which can be 
misunderstood by the consumer.” 

While not an in-the-flesh witness 
before the Hart subcommittee last 
June, Mr. Stouffer did prepare a 
statement which was included in the 
hearing record. In it he pointed out 
that the catch-phrase “deceptive pack- 
aging” is subject to many interpreta- 
tions. Packaging and labeling, he said, 
“have been operating for years in a 
legal vacuum” because of the lack of 
a definition as to what is “deceptive.” 

He contended that only a stupid 
packager would be intentionally dis- 
honest, but agreed that “a packager 
will go as far as the law allows in 
meeting competition. The trouble here 
is that there has been no law and no 
rule that will say: “This is deceptive; 
this is not.’” 


Delson Fights Its Case 

The Stouffer statement also dis- 
cussed the Delson Candy case, which 
Sales Management has covered. This 
is the test case brought by FDA in 
an attempt to get a clear-cut court 
decision as a measure of its enforce- 
ment powers. Delson has twice won 
District Court decisions that its mint 
package is not deceptive, but a Court 
of Appeals verdict took an opposite 
view and upheld FDA’s charge. A 
Supreme Court ruling is being sought 
to settle the controversy. If granted, 
and if the result is an FDA victory, 
more Government charges of decep- 
tive packaging are a certain result. 

Senator Hart recognizes the pos- 
sibility that corrective action by man- 
ufacturers may make legislation un- 
necessary. He has expressed hope 
that industry will take steps to meet 
consumer complaints by eliminating 
confusion which surrounds certain 
packaging and labeling practices. 

Dr. George P. Larrick, FDA Com- 
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Pe, 


more] women for every dollar 


ANOTHER FOR YOU IN CHICAGO'S 


The price on women readers varies in Chicago. 
When you advertise in the Sun-Times / Daily 
News combination, you get 527 women for a 
dollar. With the second-best combination, 517 
for a dollar. Difference: 10 purse-toting people 
for every single buck! 

You could go after Chicago’s women with one 
newspaper. But even the biggest daily in town 
misses nearly two-thirds of the women. 

That’s why it now takes two newspapers to 
sell Chicago. And—you check—in every major 


buying category, the Top Two for the money 
are the Sun-Times and the Daily News. Our 
man has the facts (Compiled in consultation 
with A.R.F.) Have a look. 


CHICAGO: 401 N.Wabash Ave.,WHitehall 3-3000 | ATLANTA 


NEW YORK: Time and Life Bidg., Room 1708, | LOS ANGELES 
Circle 6-1919 


DETROIT: Buhl Bidg., Room 1026, 
WOodward 3-0930 


MIAMI BEACH: Hal Winter Co. 


SAN FRANCISCO 
Sawyer- 
Ferguson- 
Walker Co. 


Copyright, 1961, Field Enterprises, Inc 


MORNING 


ECONOMICAL 
COMBINATION RATES 


for allAd Budgets in Test City, U.S.A. 


EVENING AND SUNDAY Saturation Circulation Coverage of 609,187 


THE COLUMBUS DISPATCH 


WAL HERMAN ASSOCIATES, INC. © 1400 NE 125th St. Miami, Florida, and Caribbean Area 


and THE CITIZEN-JOURNAL 
veo Nationatty by. O'MARA & ORMSBEE, INC. «new YorK © CHICAGO © DETROIT®SAN FRANCISCO © LOS ANGELES 


PENNY ANTE 


One personal sales call on a PA now costs you 


over $22, the experts say. For that kind of 
money you can reach 738 PA’s through the 
pages of PURCHASING Magazine. We can’t 
sell you an ad that will reach only 738 PA’s at 
less than 3 cents each. But we will be glad to see 
that your full-page ad reaches over 30,000 PA’s 
for only $894. And that’s the same thing, only 
better. PURCHASING Magazine is published 
biweekly by Conover-Mast. 


missioner, said in a recent speech 
that the Court of Appeal decision in 
the Delson case set forth these prin- 
cipal concepts: 


1. That a consumer has a right to 
expect that a non-transparent con- 
tainer of food is reasonably full. 


2. That the size of the container is 
a reliable index to the amount of food 
in the package. 


3. That the package is not filled 


with excessive padding. 


Dr. Larrick warned: “We propose 
to step up our regulatory activity 
against deceptive packaging.” Even 
without the anticipated final court 
decision in the Delson case, FDA has 
been on a “get tough” binge of late. 
More than 20 years of mild enforce- 
ment have been reversed as FDA got 
more money and manpower, plus a 
consumer-oriented Administration. 

The labeling law which FDA en- 
forces dates back to just before World 
War II. However, a series of ad- 
verse court decisions has hampered 
FDA in certain enforcement areas. 
But when the Hart subcommittee 


“SPECIAL INTEREST” MAGAZINE OF 


AMERICA’S FASTEST-GROWING 
FAMILY MARKET 


Total Catholic households are 
growing twice as fast as all others 
— over 35% increase in 10 years, 
compared to 16.6% U.S. average! 
CATHOLIC DIGEST, over 750,000 
net paid, is edited for thorough 
family reading . . . contains 25 to 
30 articles each month from the 
world's finest magazine, newspa- 
per and book sources. At $1.75, 
CATHOLIC DIGEST’S cost per 
1000 is one of the LOWEST in the 
entire magazine field. To sell 
MORE to more households, get all 
the facts on this special-interest 
publication. 


CATHOLIC DIGEST 
Advertising Office 
44 E. 53rd St., New York 22, N.Y. 
Telephone PLaza 3-09828 
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started making headlined disclosures, 
FDA cracked down in no uncertain 
terms. 

Some famous names have been be- 
smirched by FDA seizures in the re- 
cent past, among them Quaker Oats, 
Snow Crop orange juice, Tootsie 
Rolls, Continental Baking, McCor- 
mick spices, Beech-Nut Life Savers, 
Standard Brands, Tetley tea, and 
others. 


Short-Weight Seizures Are Easy 

All of these seizures were short- 
weight cases, which are easily proved, 
but there are other examples of 
charges of failing to make full dis- 
closure of contents. In the “slack 
filled” area, FDA has proceeded more 
gingerly for lack of legal precedents. 
The labeling law which FDA admin- 
isters is broad indeed. It says: 

“A food shall be deemed to be mis- 
branded . . . if any word, statement, 
or other information required by or 
under authority of this Act to appear 
on the label or labeling is not promi- 
nently placed thereon with such con- 
spicuousness (as compared with other 
words, statements, designs, or devices, 


in the labeling) and in such terms as 
to render it likely to be read and un- 
derstood under customary conditions 
of purchase and use.” 

Commissioner Larrick was an in- 
terested spectator during part of the 
Hart subcommittee hearings last sum- 
mer. This fall or winter he is due 
back, as a witness. It should be an 
interesting session, particularly if he is 
shown one exhibit contributed by Mr. 
Wharton at the earlier hearing. 

This package, not identified as to 
product content, would appear to vio- 
late almost every provision of the 
FDA law. In compliance with the 
law, it gives the number of ounces 
contained, but some real detective 
work is required to read it because it 
is printed in yellow on shiny gold foil. 

In addition, this package contains 
three hollow partitions and false ends. 
It is only 40% full. Commissioner 
Larrick is likely to be asked why this 
product has not been driven from the 
market. 

As long as horrid examples like this 
exist in commerce, the “Packaging In- 
quisition” in Washington is likely to 
continue. ® 


Your salesmen will love 


SALES « WATE 


The’ ringbinder 
does it! The only 
complete monthly 
sales aid & memo 
book 66 pages 
mailed per month 
while replaceable 
contents readily 
filed . . plus a 
selection of 436 
different pages 
& forms to answer 
special needs 
here is exactly 
what you've been 
looking for. 


O Regular contents: page-a-day 
memos, weekly & monthly per- 
tormance-expense summaries; 
sales articles; call-back section; 
addresses, phone numbers; two- 
year and 3-month calendars; 
business review; other features. 


In addition to above, hand- 
some permanent ringbinder has 
capacity for over 100 more blank 
or special form pages. 


O Write now for full informa- 
tion. If you would like to see 
complete sample copy, please 
enclose $1 with your request. 


SALES-MATE Pub. Co. 
P O Box 14 Mystic, Conn. 


omething for 
the women 


What to give the women has al- 
ways been the salesman’s problem. 
Cigars and drinks are fine for the 
men but—what about the women? 
Mary Lowell has the answer. Gift 
cosmetics! From “door opener” to 
the woman executive for special 
occasions such as Christmas and 
birthdays, these beautifully tailored 
cosmetic gems will solve your 
problem. Inexpensive to you but 
really appreciated by the women. 
Write for our complete catalog. 


THE 


house of LOWELL, inc 


P. O. Box 192, Greenville, Ohio 


SESS SS 


THE 


Ath 
MARKET 


IS 


“TWINS” 


and only 
ONE 
newspaper 
covers the. 
t.Paul "Half"; 


*Ramsey, Dakota and Washington Counties 


. PAUL 


DISPATCH 


PIONEER PRESS 


Representatives 
RIDDER-JOHNS, INC. 
New York - Chicago - Detroit 
San Francisco - Los Angeles 
St. Paul - Minneapolis 


TA CR 


MEMO FLEX 


visual control 


Simple —effective—flexible, utmost legi- 
bility, maximum ease in arranging and rear- 
ranging, no fuss to make corrections, perfect 
color coding. Well designed—no extras 
needed. Each unit is complete with all the 
elements for the user to create his custom 
layout. $49.50 F.0.B. Plant. 


Write for free literature! 


Memo Flex” Division, 


515 Bannock Street, Dayton 4, Ohio 
*Trade Mark Garrison Machine Works, Inc., Pat’d. Pend. 


HEAR 


ae 15 


OF THE WORLD’S GREAT SALES, 
MANAGEMENT AND MOTIVATION 
EXPERTS ON LP RECORDINGS! 
FIFTEEN different, 12-inch, LP records offering 
you top-notch sales training... executive guid- 
ance...and the keys to personal success and 
self-development. 


HEAR THE MESSAGES OF THESE AUTHORS: 
Napoleon Hill Bill Hayes Peter J. Steincrohn, M.D. 
Earl Nightingale Millard Bennett Mona Ling 
Ben Sweetiand Paul J. Meyer Hugh Bell, C.L.U 
Elmer Wheeler Donn Mason J. Martin Kohe 
Alex Osborn Elmer Leterman Charles Roth 


Write today for FREE illustrated catalog of 
all SMI releases, volume discount prices and 
our money-back guarantee! 


BOX 7614 (SM-10-1) WACO, TEXAS 
Please send your FREE catalog at no obligation. 
NAME 
ADDRESS 
CITY 


More Response to ‘Selling’ Selling 


(continued from page 15) 


that you will not make the oft-repeated 
mistake of trying to convince youngsters 
to favor sales without first finding out 
what their present attitudes are. My 
study indicates that a great deal of busi- 
ness literature aimed at changing the 
popular image of selling does nothing 
more than bolster the already existing 
negative biases against the profession. 

Good luck to you! You'll succeed, I 
know, if you first find out what the “cus- 
tomer” thinks he knows and doesn’t like 
about the “product” before you try to 
write convincing “advertising copy” to 
him. 


ALBERT H. Dunv, III 


Professor 
University of Delaware, 
Newark, Del. 


get to them early 


I was extremely interested in your edi- 
torial and I am glad to see that others 
are concerned about this problem. 

Several years ago a group of indi- 
viduals interested in agri-business recog- 
nized that we needed young men from 
the farms of this country as potential 
salesmen. After nearly two years of work, 
we came up with the enclosed booklet, 
“There’s a Future in Your Farm Back- 
ground,” which was designed to tell the 
story of a career in selling in agri-busi- 
ness, and we went on to explain why a 
farm background was so helpful to a 
young man in this area of activity. 

In addition to the booklet, we prepared 
a slide film which explained the program. 
Then, working through Sales and Market- 


ing Executives—International (formerly 
National Sales Executives), the U.S. Of- 
fice of Education, and other organizations, 
we got a number of vocational agricul- 
tural teachers interested enough that they 
ordered booklets; and we have probably 
sent out around 20,000 of them. We 
continue to get requests but it is very 
difficult to measure the effectiveiess of 
the program. 

Based on our experience, the best 
brochure in the world will not do the job 
alone. A lot of selling has to be done to 
parents, teachers, vocational guidance 
people, etc. 

The type of program suggested is, in 
my opinion, one step in the total program 
but I do not believe that $100,000 will 
begin to do an effective job with all of 
the male students graduating from high 
schools in the country every year. More- 
over, I believe we must get to them 
before they graduate from High School, 
and one of the most effective ways of 
selling these youngsters on a career in 
selling is by talks from prominent busi- 
nessmen in each community. However, 
to complete the deal a good selling bro- 
chure is needed. 


Meraitrr D. Hitu 


Vice President and General Manager 
Tractor and Implement Division 
Ford Motor Co. 

Birmingham, Mich. 


important project 

I can well realize that this request may 
be a little premature, but, if at all 
possible, I would like to know whom we 
could contact to enter into a discussion 


BUSINESS iN 
PHILADELPHIA? 


ae te Di 


eee ten 
f ‘es? 


« Dining Room 
« Free Parking on Premises 


FRANKLIN MOTOR INN 


The Parkway at 22nd Street 


¢ 300 Air Conditioned Rooms 
¢ TV and Hi-Fi Radio in Each Room 
¢ 24 Hour Direct Dial Phones 


¢ Cocktail Lounge 


e Meeting Rooms for groups up to 150 


For rates and reservations 


Phone LOcust 8-8300 


Teletype PH 513 


Charles L. Cairo, Manager 
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BICCEA. BRICHTER—BEST Inst + 


27 FABLLOUS HAIRDOS 
THIRTY ‘a ae 
CLARK GABLE So'toven ie 


a message to advertising men 
who are also businessmen: 


A 40% increase in price. That’s what readers were asked to pay at the 
newsstand when October Good Housekeeping went on sale at 50¢. It 
is now a fact that this issue is an assured sellout, repeat sellout. Beat- 
ing October 1960, ’59, 58, etc. This is significant evidence of editorial 
quality and value. And proof of reader dedication and responsiveness. 
It is a testimonial to the sound publishing philosophy that maintains 
equitable advertising rates. A meaningful and timely message for 
advertising men who are also businessmen. 


Good Housekeeping 


MAGAZINE AND INSTITUTE / A HEARST MAGAZINE 
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MISTLETOE 
for CHRISTMAS 
PROMOTIONS 


Send for full details — BOX SM 


HOLIDAY PROMOTIONS, INC. 
a Sub. of Orchids of Hawaii 
305 7th Ave., N.Y. 1, N.Y. 
OR 5-6500 
Branches 
2469 E. Ohio St.. Chicago ti, ttl, e Tel.: 467-5765 
@24333 Narbonne Av., Lomita (L.A.), Cal. e DA 5-038) 


It's simple .. . SHOW HIM with living 3-D 
pictures. Stereo talks a language every- 
body understands. 

In today’s demanding market, the com- 
plete, dramatic realism of full-color stereo 
carries your message as no other media 
can. Stereo is always seen—never goes 
into the wastebasket. Your prospect sees 
your product exactly as it is—be it buttons 
or buildozers—and hears it speak with 
commanding authority. Design, color, tex- 
ture, all details and features are repro- 
duced with a “reach out and touch” real- 
ism that “reaches out and sells” 


Put View-Master Stereo to work 
for you—write today. 


SEND FOR FREE SAMPLE: View-Master 
product reel and hand viewer. Mail coupon to 
Sawyer's Inc., Dept. S, Portland 7, Oregon 
Name sad pusceniitenbliataipaitocnainiiti 
Company. —_ 

Street 


City. Zone___ State. 


on the challenging question which you 
have discussed in your article. 

The making of training films has been 
very much a part of the Atlas Film Cor- 
poration operation. 

We would like to be a part of your 
very important project in the furtherance 
of selling the career of salesmanship. 


Tuomas H. PETERSON 


Vice President/Sales 
Atlas Film Corp. 
Oak Park, Il. 


$75 to help 


In response to your editorial of Sept. 1, 
we are pleased to pledge $75 to help 
underwrite the cost of a program to help 
create an interest among students in 
selling as a career. 

We are a small company, but perhaps 
the need for good salesmen in a small 
organization is even greater than it is 
in a larger organization with its more 
fully developed staff and supervisory or- 
ganization. 

We do hope that this program is most 
successful 

Epwarp S. JAMIESON 
President 
Jamieson, Inc., 


Chicago, Ill. 


$200 and luck 


Homestead Valve Manufacturing Co. 
hereby pledges $200.00 toward the for- 
mation of a foundation to promote sales- 
manship as a career. 

Your idea for this type of promotion 
of salesmanship is certainly a good one 
and we wish you all the luck in getting 
the required $50,000 in initial pledges in 
order to start up such a foundation. 


F. E. ScoucHMAN 
President 
Homestead Valve Manufacturing Co. 
Corapolis, Pa. 


Philadelphia’s pamphlet 
I am 
“Salesmanship — A Career,” which was 


enclosing a pamphlet titled 


prepared for and presented to The Edu- 
cational Committee of the Sales Man- 
agers’ Assn. of Philadelphia by Mr. D. A. 
Prouty, who at that time was National 
Retail Sales Manager for Scott Paper Co. 
I might add that this pamphlet has been 
given extensive publicity and has been 
presented to many, many audiences, both 
business and educational. 


W. T. PENNINGTON 
Divisional Sales Manager 
Scott Paper Co. 
Chester, Pa. 


pledge to follow 


Mr. J. W. Moore of New Orleans is 
100% right, and we agree with both of 
you. We are willing to help in any way 
that we can. 

At this writing I am not able to pledge 
a specific amount. However, I felt the 
urgency of your request and decided to 
write and indicate to you our support. 
A firm pledge will follow. 

Our theme this month is “Now is the 
time. Pour it on! We are ready to go!” 


Ronatp C, Trim 
Lee Quality Homes 
Mobile, Ala. 


some already at it 


Love that editorial in Sept. 1 issue— 
and I certainly agree as to the need for 
creating interest among young men. And 
you can’t start too early. 

But to claim that no one is doing 
anything simply is not true. About three 
years ago I started to revive “The School 
Speakers Bureau” of the N.Y. SEC. With 
the help of Harry White, Jim McNamara 
and others, including Joe Gruber and 
Gene Coventhal of the Board of Educa- 
tion, we are sending panels of speakers 
to more schools every year. There is a 
program to sell selling. 

We need help, your help, but at least 
we're making progress. 


BERNARD I. BROWNOLD 


Director of Marketing Counsel 
Financial Planning Corp. 
New York, N. Y. 
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10 years sales and sales administration experi- 
Background includes training of salesmen, 
reports, 
Competent negotiator, ability to moti- 
Impressive personal sales record. Age 33. 
Married. Box 951, Sales Management 


customer relations and sales 
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The Scratch Pad 
ee Re? Me 


Thought for an October morning: 
If I were advertising color TV, I 
would stress the obvious fact that 
everything we look at in life is in 
Why 


television 


color, not black-and-white. 


make an exception of 
images? 
* 

Hand laundry: Where you go to 

wash vour hands. 
+ 

Name for a tanning lotion: “Yuca 
tan.’ 

4 

The point of no return: A point ad- 
vertisers make of their non-return- 
ible cans 

« 

A misanthrope sends a title for a 
symposium in True Confessions: “I 
Was a Compulsive Slob.” 

’ 

An egghead’s definition of for- 

tunetelling: Fatidic fatuity 
® 

So help me, it happened. This dy- 
namo ef a boy, aged 8, had pushed 
his luck too far and his mother let 
him have it, but good. Then she 
went shopping to regain her poise. 
When she got back, a crayoned note 
was taped to the bathroom mirror, 
reading “Dear Mom” on the outside. 
He’s sorry, she smiled. He wants to 
apologize. Then she took the note 
down and read it, not 
whether to laugh or cry. 
“Dear Mom—Go to hell!” 

. 


knowing 
It said: 


In a mailer sent in a tube, Parade 
made capital of the summer repeats 
on television, which, of course, Sun- 
day supplements never resort to 

* 

Nice writing by Saint-Exupery: 
“The soundless frolic of the shooting 
stars.” 

e 

In a manner of speaking, it’s hard 
to criticize much of today’s copy with- 
out stepping on somebody’s “corn.” 

. 

First bird: “Look at that kooky 

driver tailgating that gasoline truck.” 


BY T. HARRY THOMPSON 


Second bird: “Yeah; that kind of 
driving is strictly for the people.” 
e 
In candy advertising, brevity is the 
soul of Whitman’s. 
- 
Nothing 
Grit. 


recedes like success.— 
* 

Don Raihle says some guys he 
knows would be on a liquid diet if it 
were not for pretzels and salted pea- 
nuts. 


They say George Washington 
skimmed a silver dollar across the 
Rappahannock . . . the first President 
of record to throw away money. 

. 

If I were buying space for Maiden- 
form Bra, I think I would consider a 
spot next to a department in The 
Wal] Street Journal: “Abreast of the 
Market.” 

° 

A few of us in grey flannel trousers 
sometimes substitute nuncheon for 
luncheon. 

& 

A film “crawl” would have me 
believe there is an actor with the un- 
likely name of “Rip Torn.” 

7 

A contrib with access to a medical 
dictionary calls Khrushchev “a pus- 
tule on the pygal of the body politic.” 
Whatever it is, I concur. 


by Gounod. 


up for our gentler readers. 


The Funeral March of a Martinet 


To the long-hair cats among us, that is patently a play on the 
Alfred Hitchcock theme, The Funeral March of a Marionette, 


It makes me think of a slave driver I once worked for in the 
paleolithic past, who died with few to mourn him but his next 
of kin, who stood to inherit mucho dinero. 


I had barely hung up my hat when the copy-chief told me: 
“You had better get yourself an alpaca coat to wear instead of 
your suit jacket. Otherwise, he won't think youre working.” 
What! A uniform, with the Navy away back there? 

He fired his office manager one day—a loyal, competent goon, 
who walked around the block three times, came back, and 
proceeded to sit at his old desk. 


Finding him there, the martinet said: “Hey! I thought I fired 
you.” The thrall said nothing, but buried himself in a pile of 
paperwork. An hour later, the old man bellowed: “Hey, Smith! 
Come on in.” All was forgiven! 


The guy stayed until he died, and was making around $35,000 
a year, which wasn’t alfalfa in those benighted days. 

A lesser employee did not have Smith’s luck. He made the 
mistake of taking off his jacket one day to work in his vest. 
“Hey,” heyed the martinet. “We don’t need anybody who works 
in his vest. Get rid of that guy!” They did. 

We spent much of our time blasting the boss. “He has 38 
horses at his place in Delaware,” a fellow scribe said. “That 
makes 39 horses’ derrieres,” I added, and I have prettied that 


There were many like him in my agency days. I wanted to 
put them between covers as “The Sadists Are These,” but there 
were libel laws, even then. Ho, hum! 


T.H.T. 
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In the 15-County Syracuse Market 


MEDIA SELECTION 
IS A CINCH 


Here is a market of 1,501,500 population, with 


annual buying income of more than $3 billion 


There’s a single, effective and economical way 


to sell all of it! 


The Syracuse Newspapers deliver 100% home 
coverage of Syracuse and Onondaga County; 
90% coverage of the Standard 3-County Metro- 
politan Area and up to 76% in the balance of 
the 12 counties that comprise the TOTAL 15 
COUNTY SYRACUSE MARKET. 


No Other Combination of Media in the Area Will Do 


a Comparable Job at a Comparable Cost. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Represented Nationally by & America’s No. 1 
MOLONEY, REGAN & SCHMITT % Test Market 


.. GS 


the SYRACUSE * NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 229,489 Sunday Herald-American 204,716 Sunday Post-Standard 102,982 


THE CHICAGO TRIBUNE 
REACHES THE 


right kind” 


OF PEOPLE 


To a seller of toasters, there are only two kinds of 
people in a market. Those who buy. And those who 
don’t, can’t or won’t. 

The problem for an appliance advertiser is how to 
reach more of the right kind. And in Chicago, that’s 
easy. Most of them read the Tribune. 

In city and suburban households, 62% of the toaster 
buyers read the Sunday Tribune; 55% read the Daily 
Tribune. 

Now maybe you sell tires, tours or tv sets instead 
of toasters. It makes little difference. The Tribune 
will still deliver a larger audience of actual buyers 
than any other Chicago newspaper. 

You'll sell more to the right kind of people—the 
people who buy when you use the Tribune in Chicago. 


HOUSEHOLD COVERAGE OF TOASTER BUYERS 


nv nda 
SUNDAY TRIBUNE—52 yeh 
DAILY TRIBUNE 2nd Daily adds 2% 


More Readers...More Buyers... More Results 
THE TRIBUNE GETS ’EM IN CHICAGO! 


The right kind of people 
are your kind of buyers 
—and our new MARKET 
POWER study tells who 
they are, what they buy 
and how to sell them. Call 
a Tribune representative 
for the full story. 


